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February 1, 1987 


Dear Apple Certified Developer: 
We are pleased to introduce a new developer service called The Information Exchange. 


The Information Exchange is an information service we created to help address your needs for 
accurate and more timely information about Apple’s marketing and product directions. 


With the introduction of this service we intend to: 


¢ Provide you with better information to help you develop marketing plans for your 
Apple-compatible products. 


¢ Set up opportunities for you to communicate product and promotional information to some 
of Apple’s customers. 


Provided in the form of a resource binder, The Information Exchange is a collection of 
marketing program descriptions, tip sheets, Apple event schedules, key Apple contacts, Apple 
trade-show schedules, and other information. It will provide you with an overview of Apple’s 
marketing direction, as well as outline specific opportunities that you can take advantage of to help 
market your Apple-compatible products. 


The current contents of The Information Exchange binder represent just the beginnings of the 
service, because new information will be sent to you on a quarterly basis. Thus, over the course of 
the next year, the binder will become an increasingly useful resource. 


After you have had an opportunity to review The Information Exchange binder, we would 
like your feedback on the service. Please complete and return the Information Exchange 
questionnaire on the next page by Friday, March 27. 


We look forward to working with you to make this new service a success. Let’s keep the exchange 
of information flowing between you and Developer Services. 


You can expect to receive your first quarterly update to this binder in May. 


Gul Yyoehurtock 


Carol Lockwood 
Developer Services 


Apple Computer Inc. 
20525 Mariani Avenue 


Cuper 


), California 95014 


408 996-1010 


TLX 171 


-576 


THE INFORMATION EXCHANGE QUESTIONNAIRE 


Are ake De ea he rg i een ne eee 
Company and Contact Name __ (Use Apple Certified Developer Program name) 


Address City 


@ Help us evaluate the effectiveness of the Information Exchange, by completing the following: 


Most Useful Least Useful 
Apple Contacts 
Marketing and Sales Information 
Trade Shows and Events 
Advertising and Publications 
Public Relations 
Market Research 
Distribution 
Product Design and Support 
Legal Guidelines 
General Information 
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@ Please specify other kinds of information you are interested in, but which were not included: 


@ Will this service benefit you—why or why not? 


@ Overall, how would you rate this service? [J Excellent [JGood [J Fair [Poor 


@ If you have information to share relevant to this service, please attach it to this questionnaire. 


Main Marketing Contact Main Technical Contact 


@ Does your company develop/publish products for: 0) Apple II O Macintosh 1) Both 


@ If Apple II, would you like to receive Macintosh Tech Notes also? ive; O No 


@ If Macintosh, would you like to receive Apple Tech Notes also? OO Yes O No 


@ Do you have products currently on the market? 1 Yes 1 No 


@ Target market? Business © Consumer QO) K-12 Education (] Higher Education 


Return by: To: DEVELOPER SERVICES, M/S 27W 
Apple Computer, Inc. 
MARCH 27, 1987 20525 Mariani Avenue 


Cupertino, CA 95014 
Attn: The Information Exchange Questionnaire 
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Apple Computer Organization 
Software Product Management Organization and Functions 
Evangelism Organzation 

Marketing Organization 

Business Marketing Organization 

Consumer Marketing Organization 

Higher Education Marketing Organization 

K-12 Marketing Organization 

Software Marketing Organization 

International Contacts 

Quick Reference 


Marketing and Sales Information 


Business Marketing Focus 
Consumer Marketing Focus 
Higher Education Marketing Focus 
K-12 Marketing Focus 
Sales Technical Support 
Apple University Consortium 
Success-Story Program 

(“> Apple Computer Clubs 
Direct-Mail Tips 
Dealer Mailing 
Developer Express 
Higher Education Mailing 
User-Group Mailing 
VAR Mailing 
Mail House Information 
Software Publisher List 
Telemarketing Tips 


Trade Shows and Events 


Trade Show Tips 
Business Trade Shows 
Government Shows 
K-12 Trade Shows 


Advertising and Publications 


Outside Apple Newsletter 
DTP Media List 
Higher Education Media List 
K-12 Media List 
General Media List 

aa Publication Tips 

ae | Product Review Publications 


Public Relations 


Micro Support Group 
Company Profile Tips 
Press Release Tips 
Trade Press Contacts 
Press Kit Tips 


Speaking to User Groups 


Market Research 


Consumer Market Research 


Distribution 


APDA 

Apple Company Store 
Kinko's ACE 
Languages and Tools 
Menu 

Wheels for the Mind 


Product Design and Support 
Business Development 
Consumer Development 
Higher Ed Development 
K-12 Development 

Legal Guidelines 
Legal Information 


General Information 


Apple "Venture Group" 
MCI Mail 


APPLE COMPUTER ORGANIZATION 


DEL YOCAM 


Executive Vice President 
Chief Operating Officer 


Product Internation : 

Adv. Technology Development Sales i Mktg Cena Operations M.LS. 
Adv. Computer Dev. CPU's Business Int'l Dis. & Srv. Mfg. Engineering Applications Dev. 
Adv. Dev. Peripherals Distribution International GM's Mfg. Operations Data Center 
Apple Fellows Product Design CONSUMER MKTG __ Marketing Materials Telecommunications 

HW Prod. Mgmt. BUSINESS MKTG Sales Service Ops 
Quality HIGHER ED MKTG 
SW PROD. MGMT. K-12 MKTG 
Software Eng. SOFTWARE MKTG 
User Education Sales 
Sales Support 
Service Marketing 
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KIN SETO 
Evangelism 


Provides the following 
information and services: 


¢ Design assistance and 
product review 


¢ Information on Apple's 
product plans 


¢ Publisher assistance 
¢ Product evangelism for 
emerging and existing 


Apple markets 
¢ Product seeding 


SOFTWARE PRODUCT MANAGEMENT ORGANIZATION 
AND FUNCTIONS 


GUY KAWASAKI 
Manager 


LINDA GLISH SCOTT KNASTER DAN COCHRAN KYLE MASHIMA 
Developer Services Developer Technical Tools & Languages Apple-Labeled 
Support Software 
Administers the Provides the following Provides the following Develops the following 
following programs: Apple II and Macintosh products and services: products: 
technical support: 
¢ General developer * Apple contact for APDA  °* Apple-labeled software 
support * Technical questions 
related to application ¢ Tools or development 
* Apple II and/or development language production and 
Macintosh college assistance 
seminars ¢ Bug reports 
; software or documentation « Apple development tools 
¢ Information Exchange 
ee _ © Technical Notes 
¢ AppleLink information 


Apple Certified Dev. Program 


Apple Registered 
Developer Program 


Technical Note mailings 


Compatibility 
guides 


ne 


NEAL AMSDEN 
ext. 6047 


Consumer and 
Education Mkts. 


MOIRA CULLEN 
ext. 3435 
Higher Education 


SHIRLEY STAS 
ext. 4212 


K-12 Market 


LIA LORENZANO 
ext. 4307 
Project Co-ordinator 


EVANGELISM ORGANIZATION, M/S 27AB 


ext. 3289 
Area Associate 


JIM ARMSTRONG 


ext. 4990 
Hardware & 
Networks 


SHARON TERMEER 


KIN SETO ALANA WOOD 
ext. 4278 ext. 5368 
Evangelism Manager Area Associate 


SUSAN FRENCH 
ext. 3361 
Hardware 


BOB PEREZ 
ext. 4243 
Business Software 


MARTHA STEFFEN 
ext. 6144 

Books/CD ROM 

Accounting 


DOUG SLEETER 
ext. 3823 


DTP & DTE 


HAZEL HOLBY 
ext. 3133 
Outside Apple 
Publication 


BLANCHE McCOY 
ext. 2214 
Logistics 


TORE BONANNO 
ext. 4018 
Logistics 


CHUCK 
SHELAMER 
Logistics 


MARKETING ORGANIZATION 


Vice President, 


Marketing 


aes Mktg Intel. Pub. Relation Adv/Promo. Cons. Mktg Higher Ed. K-12 Mktg. | [Business Mktg] |Strat. Analysis SW Mktg. 


BUSINESS MARKETING ORGANIZATION, M/S 23W 


JOHN ZEISLER 
Manager 


KIRK LOEVNER CHRISTINE JOHN SCULL 
Product Marketing THOMPSON Desktop Publishing 
and Programs Small Business and Engineering 


PETER FRIEDMAN 
Desktop 
Communications 


LINDA LAWRENCE 
Marketing Programs 


For your purposes, these are the main areas within the organiazation. 
Please send your information to the appropriate person listed. 
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CONSUMER MARKETING ORGANIZATION, M/S 23G 


BRUCE MOWERY 
(acting) Manager 


BARAK 
BERKOWITZ 
Consumer Programs 


TOM VIRDEN 
Product Marketing 


ELLEN LEANSE 
User Groups 


JUDY CHANG 
Apple Computer 
Clubs 


For your purposes, these are the main areas within the organization. 
Please send your information to the appropriate person listed. 


HIGHER EDUCATION MARKETING ORGANIZATION, M/S 23E 


BUD COLLIGAN 
Manager 


KATIE POVEJSIL MIKE LOONEY TBH 
Academic Solutions Program Product Marketing 
Communications . Network and 
Communication 


RICK CARMICHAEL BETH ANN MOORE ERIC ZARAKOV 
Technical Projects Communications Desktop Publishing 
(Wheels for the Mind) 


KEN ROSEN 


Curriculum Solutions 
(Kinko’s ACE) 


For your purposes, these are the main areas within the organization. 
Please send your information to the appropriate person listed. 


K-12 MARKETING ORGANIZATION, M/S 23D 


BETSY PACE 
K-12 Market 
Manager 


ALAN BRIGHTMAN DON FIELD SUEANN AMBRON 


Special Education Product Marketing Marketing Development 


KACEY MANNING 
Teacher Training 


For your purposes, these are the main areas within the organization. 
Please send your information to the appropriate person listed. 


ANNE PATTERSON 
Marketing Programs 


TINA RUPPELT 
Trade Shows 
and Events 


SOFTWARE MARKETING ORGANIZATION, M/S 23H 


BILL LARSON 


Manager 


KEVIN 
MCDONALD PETER WATKINS TOM PAVELLA 


Business Business Consumer 


SUE TALLEY CAROL GANO 


K-12 Software Higher Education STU BERMAN 


Software Services 


Development Software Software Software 


Software 


For your purposes, these are the main areas within the organization. 
Please send your information to the appropriate person listed. 


@. International Contacts 


Apple Contacts 


FRANCE 

Apple France, Seedrin, SARL 
Avenue de l'Océanie 

Z.1. de Courtaboeuf 

91944 Les Ulis, FRANCE 
Phone: (33-1-6) 928 0139 
TLX: 842-692719 

Contact: Neil Minkely 


ENGLAND 

Apple Computer LTD 

Eastman Way - Hemel Hempstead 
Herts, HP2 - 7HQ, England 
Phone: (44-442) 60244 

TLX: 851-825834 

Contact: Tony Fraiser 


BENELUX 

Apple Computer Marketing B.V. 
Postbus 7 

3712 ZG Huis ter Heide 

The Netherlands 

Phone: (31-3404) 86911 

TLX: 844-70558 

Contact: Martin de Wolff 


AUSTRALIA 

Apple Computer Pty. Ltd 

37 Waterloo Road 

P.O. Box 371 

North Ryde, New South Wales 2113 
Australia 

Phone: (61 2) 888 5888 

TLX: 790-73914 

Contact: Peter Higgs 


LATIN AMERICA 

Apple Computer 

20525 Mariani Avenue, M/S 29F 
Cupertino, CA 95014 

Phone: (408) 973-2929 

TLX: 171576 

Contact: Javier Erqueta 


JAPAN 

Apple Computer Japan 

Akasaka Twin Tower Main Bldg.,16F 
2-17-22 Akasaka, Minato-ku 

Tokyo 107 JAPAN 

Phone: 81-3-582-9181 

TLX: 2426768 


February 1, 1987 


GERMANY 

Apple Computer GmbH 
Ingolstadterstr. 20 

8000 Munich 45 

West Germany 

Phone (49-89) 359 1011 
TLX: 841-5213261 
Contact: Gerid Wagner 


ITALY 

Apple Computer S.P.A. 
Palazzo Q8-Milanofiori 
20089 Rozzano 

Milano, Italy 

Phone: (39-2) 8241153 
Contact: Dairo Cassinelli 


SWEDEN 

Apple Computer AB 
Industrivagen 7 

$171 48 Solna 

Sweden 

Phone: (46 8) 83 50 20 
TLX: 854-19080 
Contact: Jan Jivmark 


CANADA 

Apple Canada Inc. 

875 Don Mills Road 

Don Mills, Ontario 
M3C1V9 Canada 

Phone: (416) 444-2531 
Contact: Richard Wah Kan 


UNITED STATES 

Apple Computer 

20525 Mariani Avenue, M/S 27AB 
Cupertino, CA 95014 

(408) 973-2076 

Contact: Joe Shelton 


Contact: James Higa Apple and the Apple logo are registered trademarks of Apple Computer, Inc. 
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@, Quick Reference 


- Apple Contacts February 1, 1987 

Department Phone AppleLink MCI Mail 
Address Address 

Apple Contacts 

Apple Corporate Operators 408-996-1010 

(Dial the prefix (408) 973 plus the extension.) 

AppleLink® Hotline X3309 Comments 

Company Store X5050 

Developer Services X4897 Devservices 280-8699 

Apple~ II Technical Support AIIDTS 264-0103 

Macintosh™ Technical Support MacDTS 215-0798 

Evangelism Group X3289 Evangelism 272-8478 

Software Licensing X4667 Mazel 

Software Marketing X6829 Torvik 

Strategic Investment and 

Corporate Development Group Eilers 
Tools and Languages 6525 Dev.Tools 303-6066 
La Apple-Related Contacts 


APDA 
Apple Computer Clubs 


206-251-6548 APDA 
800-343-1425 


Apple Computer Clubs (in MA) 617-271-0400 


Apple Dealer Operator 
Area User Group Operator 
Charlotte Support Center 
Sunnyvale Support Center 
Kinko’s ACE (outside CA) 
Kinko's ACE (in CA) 
MCI Mail 

MENU 

MacGuide 

Apple II Guide 


Apple, the Apple logo, and AppleLink are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of Apple 


Computer, Inc. 


800-538-9696 
800-538-9696 X500 


704-525-8120 Killian1 
408-734-9790 Campbell1 
800-235-6919 

800-292-6640 

800-424-6677 

800-Mac-Menu MENU 
800-The-Menu MENU 


@. Business Marketing Focus 


Marketing and Sales Information February 1, 1987 
Business Plans for 1987 


Product Focus 


The Apple Business Marketing group's plans call for continued effort to establish the Macintosh™ 
family in large, medium, and small businesses. Emphasis will be placed on the following areas: 


¢ Connectivity and communications solutions 
¢ Graphics solutions 

¢ Desktop publishing solutions 

* Desktop engineering solutions 


Market Focus 


The Business Marketing group aims to establish an even stronger Macintosh presence in existing 
business markets such as: 


¢ Accounting 

¢ Office automation 
¢ Legal 

¢ Financial 


Promotions 
The Business Marketing group plans to make the following promotional efforts: 


¢ Attend many business trade shows (refer to Trade Show section). 

* Conduct programs that focus on dealers working with consultants to sell accounting solutions. 
* Conduct programs aimed at strengthening dealers’ expertise as desktop publishing specialists. 
¢ Sponsor and promote Apple Business Forums. 

* Hold seminars that address productivity solutions for engineers. 


How to Work with the Business and Software Marketing Groups 


The Business and Software Marketing groups ask that you write them if you are interested in 
comarketing opportunities. If you have a new product to promote, you should send the following 
information to the appropriate marketing contact (whom you can locate by referring to the Business 
and Software Marketing Organizational Charts in the Apple Contacts section): 


¢ Full working product 

* Marketing materials that explain features and benefits, and offer \ examples of the product’s use 
¢ Published reviews 

¢ Customer reference lists 

¢ Any special training materials 

* Demo disks and scripts 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of Apple Computer, Inc. 


@. Consumer Marketing Focus 
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Consumer Plans for 1987 


Product Focus 
The charter of the Apple Consumer Marketing group is to aggressively introduce and market 
products targeted toward consumers. 


Apple II computers and peripherals 


¢ Leverage market leadership in the K-12 market. Home education has proven to be the major 
reason to buy an Apple® personal computer for the home. We consistently market the Apple II 
as the computer that can expand the classroom into the home. 

¢ Target several new areas of third-party development emphasis for the Apple II. These are, in 
order of importance, as follows: 


Features Applications 

3.5-inch software Music and speech products 
Products that exploit the new graphics and Mouse-based productivity 
sound capabilities of the Apple IIGS™ On-line communications 
Mouse/Apple user interface Graphic design 


Macintosh 512K Enhanced 


* Leverage the Business Marketing group’s programs and momentum. As the Macintosh™ Plus 
has become more successful in business, many more consumers are buying Macintosh systems 
for home business (uses vary from “home print shops” to accounting to basic word processing). 


Market Focus: Promotions 
The Consumer Marketing group conducts four large-scale programs per year, nearly all of which 
have developer participation: 


* The Apple Pays Half promo, which has been extended from January 11 through March 14 for 
the Apple IIcs only. An ad will run in several enthusiast magazines announcing the extension of 
this promotion. 

° [ dealer-sponsored Apple Open House Event, which was promoted regionally in 20 to 30 

ocations. 

* Additional programs developed on a regional level, managed by field marketing managers. 


How to Work with the Consumer and Software Marketing Groups 

The Consumer and Software Marketing groups ask that you write to them if you are interested in 
comarketing opportunities. In virtually all cases, the Software Marketing group will be your initial 
contact. Please refer to the Consumer and Software Marketing Organizational Charts to identify the 
appropriate contact person, and send the following: 


Full working product in final package. 

Marketing materials that explain features and benefits, and offer examples of the product’s use. 
Published reviews. 

Customer reference lists. 

Any special training materials. 

¢ Demo disks and scripts. 

Apple and the Apple logo are registered trademarks of Apple Computer, Inc. Apple IIGS and Macintosh are trademarks of Apple 
Computer, Inc. 
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@. Higher Ed Marketing Focus 


Marketing and Sales Information February 1, 1987 


Higher Education Marketing Plans for 1987 
Product Focus 


The Apple Higher Education group focuses on the use of the Macintosh™ product family, the 
LaserWriter® printer and AppleShare™ fileserver for academic productivity, desktop publishing, 
and curriculum applications by: 


¢ Students (2.4 million total population) 
* Faculty (650,000 total population) 
¢ Administrators (100,000 total population) 


In the following areas: 


¢ Teaching 
¢ Learning 
¢ Research 
¢ Productivity 


Curriculum solutions for the Macintosh are emphasized in the following areas: 


¢ English composition 

¢ Engineering (includes mathematics, physics, and chemistry) 
¢ Computer science 

¢ Business administration 


We make information available to these disciplines through a series of Curriculum Software 
Guides, which help faculty to select appropriate software for use in their classes. Curriculum 
software includes both commercial educational and productivity packages, and highly specialized 
quasi-commercial software developed by academics, which is available through Kinko’s Academic 
Courseware Exchange. Software is selected for inclusion in the guides based on quality, the 
opinion of the educational community, appropriate pricing for classroom use, and reliability. 


Apple encourages authoring of software for the Macintosh by nontechnical faculty using 
easy-to-use, graphical authoring tools. 


Our product plans also include products and programs to facilitate the integration of the Macintosh 
into campus networks at several different levels: 


* Workgroups (especially classrooms and labs) 
¢ Departments 
* Campuswide networks (with Ethernet backbones) 


These networks should offer the following features: 


¢ File sharing 

* Print serving 

* Peripheral sharing (printers, plotters, typesetters, digitizers, and so forth) 
¢ Electronic mail 

* Access to remote data bases, multiuser data bases, and applications 


@. Higher Ed Marketing Focus 


Marketing and Sales Information February 1, 1987 


Marketing Focus 


This year, our marketing programs are focusing on Apple’s unique partnership with the academic 
community. We have a long history of strong ties with this academic community—stemming from 
our belief that personal computers can help people learn in ways that were never before possible. 
This partnership has resulted in Apple’s academic program, which is unmatched in the industry: 


¢ The heart of the program is a product line that was specifically designed with education in mind: 
the Macintosh family of personal computers and the LaserWriter printer, which give students, 
faculty, and administrators the tools to teach, learn, and express themselves effectively. 

¢ A strong base of innovative academic software in a variety of disciplines, as well as easy-to-use 
general productivity applications. And Apple is committed to making sure schools know which 
solutions fit into which parts of their campus computer plans. 

¢ A network of institutions that can share ideas through Wheels for the Mind, the Academic 
Courseware Exchange, and the AppleLink® network, and at meetings such as MacAdemia‘™, the 
Macintosh Medical Conference, and Computers in the Liberal Arts. 

¢ Support services for campuses such as our University Purchase Program, which offers special 
prices to schools of all sizes, supplemented by the Apple Credit Card program for individual 
student and faculty purchases, and the AppleCare®service program. 


Sales Focus 


¢ Sales are primarily through Apple’s direct sales force to four-year universities and colleges. 
¢ We are expanding to sell through education dealers, who have special tools, training, and 
programs available for institutions, as well as individual faculty members and students. 


How to Work with the Higher Education and Software Marketing Groups 


The Higher Education and Software Marketing groups ask that you write them or correspond by 
AppleLink if you are interested in comarketing opportunities. Please send product information, 
including published reviews and references from members of the academic community who have 
used your product to the appropriate contact. (Refer to the Higher Education and Software 
Marketing Organizational Charts in the Apple Contacts section.) 


In particular, send to Katie Povejsil, Academic Solutions manager, the following: 


¢ Full working version of your product in the final package, complete with documentation. 

* Marketing materials that explain features and benefits, and offer examples of your product’s use. 
¢ Published reviews. 

¢ Customer reference lists. 

¢ Demo disks and scripts, and any special training materials. 


The Higher Education and Software Marketing groups select products that offer Apple’s higher 
education customers superior functionality and value. These products must also offer solutions in 
strategic areas, be reasonably priced and of good quality, have superior documentation, and be 
available on the market. 


Apple, the Apple logo, AppleLink, and LaserWriter are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of 
Apple, Computer, Inc. 


@. K-12 Marketing Focus 
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K-12 Marketing Plans for 1987 


Product Focus oe 
Apple K-12 Marketing staff plan to continue to market the Apple® Ile, while positioning the 
Apple Ilcs™ as the following: 


A powerful workstation for high school students. 

A workstation for teachers. 

A building-level administration solution. 

A solution for special niches in K-8 (such as speech therapy). 
A targeted solution tied to curriculum needs. 


K-12 Marketing plans also call for an effort to gain momentum for the Macintosh™ family in all 
levels of administration and in certain segments of the high school market by emphasizing its 
strengths in the following areas: 


¢ Desktop publishing. 

¢ Connectivity. 

* Powerful productivity packages. 
¢ Targeted administrative software. 


Market Focus 

Curriculum Software Reference Guide Series 

These Apple-produced guides will provide educators with information about software that can be 
used to teach the essential curriculum elements. The first guide developed was for science and is 
sai in production. Work has begun on a reading/writing/language arts guide and a mathematics 
guide. 


If you wish to have your software product information considered for inclusion in these guides, or 
need additional information about the program, please send your information and questions to: 


Francesca Venning-Townsley 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 23H 

Cupertino, CA 95014 

Attn: Curriculum Software Reference Guide Series 


Although specific details are not available, in the spring, K-12 marketing efforts will focus on: 


¢ Apple computers and curriculum solutions. 
* The Apple Ilcs as a teacher workstation. 
¢ The Macintosh as an administrative tool. 


How to Work with the K-12 Education and Software Marketing Groups 


The K-12 Education and Software Marketing groups ask that you write them if you are interested 
in comarketing opportunities. Please send product information, including published reviews and 
references from members of the academic community who have used your product, to the 
appropriate contact (refer to the K-12 Market and Software Marketing Organizational Charts in 
Apple Contacts section). If you have a new product to promote, you should send: 


em 


@. K-12 Marketing Focus 
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¢ Full working product. 

¢ Marketing materials that explain features and benefits, and offer examples of the product’s use. 
¢ Published reviews. 

¢ Customer reference lists. 

¢ Any special training materials. 

¢ Demo disks and scripts. 


The primary interest of the K-12 Software Marketing Group is to deal with publishers, not 
developers. Your product must be on the market and have an established form of distribution. 


Funding is not available for software development. If you want Apple to preview your plans in the 
context of Apple’s marketing plans, a written prosposal should be submitted to Sue Talley in 
Software Marketing (M/S 23H) or Anne Patterson (M/S 23D) in K-12 Marketing. 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. Apple IIGS and Macintosh are trademarks of Apple 
Computer, Inc. 
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There are many groups at Apple, so it can sometimes be hard to determine who needs to know 
about your product when it’s first introduced. But when you’re making your lists of key groups, 
be sure to include Apple’s system engineers (SEs). They are the people in Apple’s Field Sales 
group who are responsible for selecting and recommending software and peripherals to be used by 
Apple’s sales representatives, in selling Apple® products to new and exisiting customers. They 
can serve as an effective way to get exposure for your product . 


Why are these people so important? First of all, they are the Apple technical experts who give 
support to Apple’s Retail and Direct sales force, and to Apple customers, including Apple’s retail, 
higher education, national accounts, government, VAR, and K-12 sales representatives, and 
authorized Apple dealers, VARs, Government, National Account and Education customers. 


Apple’s sales force looks to the system engineers to make thorough product evaluations and 
selections. They have the technical knowledge needed to understand Apple and third-party 
products, and the professional skills needed to show products in the best light. As a result, they 
are key contributors when it comes time to demonstrate third-party or Apple products to Apple’s 
key customers. For example, SEs frequently help to decide which products will be presented as 
part of a solution sale. 


SEs also evaluate new products, and send evaluations and recommendations to Apple Technical 
Communications in Cupertino, where technical information from the field is compiled in 
AppleLink® libraries for reference by the entire Apple community. 


In addition, SEs make outstanding beta testers for your products. They file accurate, descriptive 
bug reports, and they are keenly aware of programming and compatibility issues. 


SEs are interested in evaluating a wide range of products that fit Apple’s marketing strategies and 
show Apple’s hardware off in the business, consumer, K-12, higher education and government 
markets. At this time, they would like to evaluate business applications and productivity tools, 
languages and compilers, data communications software and protocol converters, systems utilities, 
and products that use the MIDI interface. 


If you would like the SEs to know about your product(s), or want them to beta test your product, 
please contact Mark Hill in Technical Sales Support. Send him a full working product, and include 
documentation and product information. After he evaluates your product, he may want to talk to 
a about distributing it to the 135 SEs who are located at Apple’s fields sales and international 
offices. 


Please contact Mark at: 


Apple Computer, Inc. 

20525 Mariani Avenue, M/S 4A 
Cupertino, CA 95014 

Attn: Product Evaluation 
AppleLink address: HILL2 


Apple, the Apple logo, and AppleLink are registered trademarks of Apple Computer, Inc. 
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Apple does business with hundreds of colleges and universities in the U.S. and overseas. While 
this list of customers is not available to anyone outside of Apple, we do publish the list of our 32 
Apple University Consortium Schools (AUC). We cannot provide you with the address or contact 
person at each school. However, you are welcome to contact them on your own. 


The AUC schools that are listed below are leaders in adopting Macintosh™ technology in higher 
education. Among our AUC schools, Macintosh has a 42 percent market share on campus. 


Boston College—Chestnut Hill, Massachusetts 
Brigham Young University—Provo, Utah 

Brown University—Providence, Rhode Island 
Carnegie-Mellon University—Pittsburgh, Pennsylvania 
City University of New York—New York, New York 
Columbia University—New York, New York 

Cornell Medical College—New York, New York 
Cornell University—Ithaca, New York 

Dartmouth College—Hanover, New Hampshire 

Drake University—Des Moines, Iowa 

Drexel University—Philadelphia, Pennsylvania 

Duke University—Durham, North Carolina 

Emory University—Atlanta, Georgia 

Franklin & Marshall College—Lancaster, Pennsylvania 
Harvard University—Cambridge, Massachusetts 
Massachusetts Institute of Technology—Cambridge, Massachusetts 
Northwestern University—Evanston, Illinois 

Princeton University—Princeton, New Jersey 

Reed College—Portland, Oregon 

Rice University—Houston, Texas 

Stanford University—Stanford, California 

University of California at Berkeley—Berkeley, California 
University of Chicago—Chicago, Illinois 

University of Illinois—Urbana, Illinois 

University of Michigan—Ann Arbor, Michigan 
University of Notre Dame—Notre Dame, Indiana 
University of Pennsylvania—Philadelphia, Pennsylvania 
University of Rochester—Rochester, New York 
University of Utah—Salt Lake City, Utah 

University of Washington—Seattle, Washington 
University of Texas-Austin—Austin, Texas 

Yale University—New Haven, Connecticut 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of Apple Computer, Inc. 
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A Success-Story Program is under way at Apple to obtain information about large companies 
that use mainstream Macintosh™ business applications (in other words, not just for newsletters) 
and also about applications that are used in any industry in unusual and innovative ways. 


Good leads are followed up and “success stories” are written in the form of testimonials by the 
manager of the program. These testimonials are used by Apple Computer in a variety of marketing 
materials and programs: 


* Speeches at trade shows, seminars, and Apple-sponsored events. 
¢ Apple marketing collateral. 

¢ National and regional advertisements. 

¢ Media articles. 

¢ Videotapes. 

* Apple newsletters. 

¢ Other speaking opportunities. 


Until now, most lead information and testimonials have come from Apple’s Creative Services, 
Business Marketing, and Public Relations groups. But we would like to involve Apple developers 
in the program. If you have any interesting leads or testimonials, we want to hear from you! If 
your information is appropriate, it might be included in the various Apple marketing materials and 
programs that were mentioned above. 


Please submit your leads or testimonials in the following format: 


¢ Company (Dept.) name. 

¢ Short description of company. 

¢ Contact name and title. 

¢ Address and phone number. 

* Macintosh application(s) (for example, smart terminal, desktop publishing, and so forth). 
* Number of Macintosh computers in operation. 

¢ Sample output (if applicable). 


Note that we are very sensitive to the confidentiality of “contact information,” which we take great 
care to protect. Please highlight the name of anyone for whom you would want us to get your 
permission before contacting (if not necessary, please indicate). 


Thanks for your participation in this very important program. 
Please send your testimonials to the following address: 
Diana Mack 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 23W 


Cupertino, CA 95014 
Attn: Success-Story Program 
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In order to better support your selling efforts to the consumer and K-12 markets, Apple Computer 
would like to introduce you to Apple Computer Clubs International and its Comarketing Program. 


Apple Computer Clubs International Program 


Apple Computer Clubs International has been funded by Apple Computer since 1983. The 
program is designed to facilitate educational computing on Apple~ computers through the 
formation of computer clubs within K-12 schools throughout the world. The average club consists 
of a teacher and 30 student members (usually in grades 4-9) who meet after school to further 
explore the world of Apple computing. Because the clubs meet as an optional activity, the teachers 
and student members represent some of the most interested educational enthusiasts. 


Apple Computer Clubs International offers the following programs to the clubs: 


¢ Computer Club News is a bimonthly newsletter that provides the clubs with information on 
software and hardware products, activities, programs, contests, and industry and club news. 
There is a glossy, four-color center section in the newsletter called Product News, which is 
structured for Apple third-party developers to let schools and student members know about their 
software and hardware products. 


¢ The Apple Computer Clubs International Handbook is a valuable resource for 
organizing the clubs. It has tips on how to start and run a club, handle fund raising, and gain the 
support of the school administrators, communities, and parents. This book—scheduled for 
reprinting in Summer 1987—will accept advertisements by third-party developers. 


* The Apple Challenge Awards Program is similar to the Girl Scouts’ and Boy 
Scouts’ merit badge program. It defines sets of requirements that students satisfy to earn 
Red and Golden Apple Awards, in areas such as word processing, programming in 
BASIC, computer literacy, and graphics. The Apple Challenge Award Program Workbook, 
published in October 1986, fully describes the program. Advertising space will be available in 
the reprint of this book. 


Apple Computer Clubs International’s Comarketing Program 


The comarketing program is designed to offer Apple’s third-party developers a number of creative 
opportunities to promote their products to the Apple Computer Clubs. All of the comarketing 
program opportunities are designed to provide developers with targeted and effective promotions at 
pee prices. During the 1986-87 academic year, the following promotional opportunities are 
available: 


* Advertising in the Product News supplement of the club newsletter, Computer Club News, at 
substantially lower rates on all frequency schedules. 


* Advertising in The Apple Challenge Award Program Workbook. 


* Contest promotions will continue to be offered to developers, allowing them to challenge 
Apple Computer Club members to compete against one another utilitizing their company’s 
product and an Apple computer. (This is a great promotional tool to build excitement around any 
product—new or old.) 
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+ The Insert Program allows companies to enclose preprinted advertising inserts in 
two package-insert mailings, one in October and one in April. 


¢ Cosponsorship opportunities that will allow your company to join Apple Computer 
in cosponsoring Apple Computer Clubs International’s Merit Competition. 


If you are interested in this program or have any questions about it, please contact: 


David Ferrante, Director of Comarketing 
Apple Computer Clubs International 

175 Middlesex Turnpike 

Bedford, MA 01730 

800-343-1425 or (617) 271-0400. 
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Direct mail, unlike many other forms of advertising, allows you to communicate specific 
information to select a group of people and elicit a response from them. For this reason, direct mail 
is used more often than any other media for promoting market development activities. Direct mail 
is also an extremely cost-effective means of communication, because it is audience-specific. While 
other advertising methods may reach more people for your dollar, if they’re not interested in what 
you have to say, you’re wasting your money. 


Targeting Your Audience 

An appropriate mailing list is the most important ingredient for success. A well-defined audience is 
the key to a successful direct-mail campaign. You may define your audience in any number of 
ways; however, the more specifically you define a group of potential buyers, the better job direct 
mail will do for you. 

One group you should be sure to target is your installed base. Research proves that people who 
have bought from you are 10 times more likely to buy from you again than are Strangers from a 
rented list. Regular communication with customers will turn them into long-term clients. Establish 
preferred-client mailings of newsletters that keep customers up-to-date on your latest products. 
Make your customers feel like they are important to you. 

Writing Direct-Mail Copy 

The most important thing to remember when you write direct-mail copy is to present a problem and 
then provide the solution. In addition, speak directly to your audience and request immediate 
action. The following are seven steps to consider when you write your direct-mail copy: 

* Use the headline to communicate a benefit to the reader. 

* Expand upon this benefit immediately in the copy. 

* Present a problem and offer your product as a solution. 


* Use case histories or examples to illustrate. (Always get the approval of anyone you are using 
as an example.) 


* Wnite as if you were talking to the reader personally. 
* Close with a call to action—tell the reader to act immediately. 


* Use a postscript (p.s.) as a reminder of the benefit or offer an incentive such as a gift. (A 
postscript is often the part of a letter read most often.) 


Choosing Your Form of Direct Mail 

Direct mail comes in many different forms. Certain forms work best for different kinds of 
messages. Before you decide on a format, consider how much information you want to 
communicate to the reader. The more you have to say, the longer the format of your direct-mail 
piece. 


Whatever the form, make sure your direct-mail piece looks professional. No photocopied materials 
(or for that matter, any cheaply produced materials) should be sent to your selected audience. 
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Consider the following direct-mail formats: 


e 


e 


Letters. This basic form of direct-mail communication is best used for specific offers that 
require a lot of information, such as the introduction of a new product. 


Brochures. Ideal for prestigious, elaborate presentations of your product and services and 
support, where the message is best carried by visual elements rather than copy. 


Catalogs. Books or booklets that show what products you carry and generally use both 
written copy and visual elements to present an offer. 


Postcards. An inexpensive form for brief announcements such as special offers and 
preferred-customer mailings that do not require many details. 


Self-Mailers. A one-piece format that does not come in an envelope (generally an 8 1/2- x 
11-inch folded sheet). Ideal for specific product offers, approximately 100 to 200 words. 
Self-mailers are also a good format for newsletters, which may be longer than 200 words. 


Postage-Paid Business Reply Card. Gather demographic information from customers 

and prospects. Offer them an incentive. It may be worth the fee it will cost you to get an 
indicia—good for a year’s use—from the post office. Have it printed on the reply card using the 
specifications provided by the post office, and observe the size requirements. 


In addition, when you use an envelope, include teaser copy on the envelope. The envelope is the 
first thing that greets your reader’s eye. Teaser copy will motivate the recipient to see what’s inside 
(for example: “Free demo disk offer inside,” or “Exciting news about new products,” or “Change 
the way you do business forever”). 


Direct-Mail Lists 


Where do you find all those names and addresses? There are a variety of resources that provide 
mailing lists. Consider: 


Customer Files. Keep your customer files up-to-date. Customers who have already bought 
from you, and their friends and business associates are your best prospects. 


The Information Exchange. You may mail to a variety of Apple customers: User groups, 
VARs, authorized Apple dealers, and AUC and UPP schools. Information is available in this 
binder. 


Local Chamber of Commerce. Your local chamber has membership lists, usually 

categorized by company and type of business, or alphabetically by members. They will typically 
rent you the list for a nominal fee. The lists are composed of local business and some national (if 
a national company’s office is located in your city). 


Yellow pages. Look under “Associations,” then under specific occupational and business 
headings. Many organizations will rent their membership lists for a nominal fee. If you use 
businesses listed in the yellow pages under a specific category (for example, advertising 
agencies), call each company to find out who should receive your mailing. This will pay off in 
higher readership and response. 
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¢ Standard Rate and Data Service (SRDS). This service publishes a complete listing of 
various mailing lists for occupations (for example journalism and banking), as well as many 
mail-list companies. An SRDS edition can be found in your public library. 


Mail-List Brokers. You can find these list houses in the yellow pages under “Mailing Lists.” 
A broker can provide a narrowly focused list. For example, local college-educated 
businesspeople between 25 and 45 who earn at least $50,000 a year. Use the SRDS to help 
choose a broker. The SRDS lists broker company information such as rates and quantities, 
description of who’s on the data base, credit policy, and delivery schedule. Following is some 
additional information about using a broker: 

—Mailing lists can be bought or rented, and the distinction is important. It costs more to buy a 
list. Rentals are for one-time use only, except for prospects who respond to your mailing. 
These become part of your “customer file.” 

—To ensure that you only use rental lists once, list owners “seed” their mailing lists. This 
means that certain names on the mailing list are people hired by the list owner to check on your 
list use. 

—Buy a zoned map from Rand McNally. The map will show sectional center facilities (SCF) 
codes. These are the first three digits of a zip code, which indicates the city in which a 
possible customer lives. Let your broker know which SCF codes you want to use. 

—tThe cost of renting names will be anywhere from $24 to $100 per thousand names. For an 
additional $3 to $5 per thousand, the broker can select names by SCF codes, or print the 
addresses on pressure-sensitive labels. Some list companies require a minimum order of 
5,000 names. 

—Ask for lists that are kept “clean,” which means that “undeliverable” names are removed and 
address updates done a regular basis. 

—Ask for home addresses, if available. They produce a higher response rate. 

—Use names of individuals instead of company names. Direct mail addressed to a company 
without a person’s name is likely not to be read by anybody and to come to rest ina 
wastebasket. 


Postage Information 


Whether you handle the mailing yourself or go to a mail house, the following postage information 
should be of value to you: 


e 


First-Class Mail. It costs more, but almost always ensures that your envelope will be 
opened. It also gets to its destination faster and saves you the sorting and bundle-tying required 
with third-class mailings. First-class mail that’s presorted by zip code can qualify for a rate of 
20 cents instead of 22 cents. 


¢ Bulk Mail. This is third-class mail of a least 200 identical pieces sorted and batched by zip 
code before they reach the post office. If you get your list from a list house, it will already be in 
zip code order. To use the third-class bulk rate, you must get a bulk-rate permit from the post 
office. This presently costs $50 annually. Third-class mail can take up to 12 days to arrive at 
addresses in the immediate area, and even longer outside your area. 


¢ Address Correction Required. Print this above your mailing label. It directs the post 
office to return undeliverable mail to you with the new address, if available. This service will 
raise your postal cost but give you essential information for keeping your customer file current. 
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Maximizing Results 


Although the average response rate for direct mail is 1 percent, studies show that this can be 
increased (up to 20 percent or more) by thorough follow-up. This includes: 


Follow up with a phone call a few days after you are sure the direct mail has arrived. Reiterate 
the benefits of your offer. 


Track responses by keeping careful, dated notes from your telephone conversations. Those who 
are not interested now may become interested later. Solicit these prospects with mailings and 
phone calls throughout the year. 


Weed out duplicate names, because duplications are costly and depersonalize the message. 


Gather demographic information from customers and prospects. Offer them an incentive for 

filling out an extensive questionnaire that provides you with information such as name of 

employer, position, age, income, homeowner or renter, dependents, use of computer, specific 

applications used, total purchases, and anticipated purchases over the next year. This 

iia will help you pinpoint your audience more accurately when purchasing future mailing 
ists. 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. 
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Apple does not publish its list of authorized Apple dealers. But to help developers send mailings to 
the dealer base, Developer Services has made arrangements with an independent mail house that 
will receive Apple labels and administer the authorized Apple dealer mailings for you. The 
authorized Apple dealer base is sorted into the following categories: 


° Apple® II dealers. 

¢ Apple II education dealers (K-12). 

¢ Macintosh™ dealers. 

¢ Apple Desktop Publishing dealers. 

¢ Regions. 

If you are interested in sending a mailing, please provide a sample of your dealer cover letter and 
brochure or flyer. After we review and approve your information, we will put you in touch with 
the mail house that handles the dealer mailings (please refer to Mail House Information in this 
section). Send your product information to the address below: 

Developer Services 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27W 


Cupertino, CA 95014 
Attn: Authorized Apple Dealer Mailing 
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The Software Marketing Group offers a program to developers called Apple Developer Express. 
The purpose of this program is to keep authorized Apple dealers and Apple’s field and corporate 
sales force informed of your new products and promotional opportunities via an organized Apple 
binder. The Developer Express binder is designed to be a compendium of software information, 
and typically includes information from 60 to 80 developers on 1 to 10 products each. The binder 
serves as a reference resource for dealers. 

What You Can Include in Developer Express 

Apple Developer Express allows you to present up to six pages of information to educate dealers 
and the sales force about your available products. You may include press releases, price lists, 
selling guides, flyers, data sheets, and brochures. In addition, you may include demo packages, 
small point-of-purchase displays, and videotapes in the binder box. 

The materials that you provide offer dealers: 


* In-depth information on your latest products and promotions that will become a part of their 
permanent reference. 


* More detailed information about your products and promotions, which they can provide to their 
customers. 


* The potential of ordering products from this binder. 
Apple Developer Express Format and Costs 
The binder is produced three times a year: winter, spring, and fall. 


Your information will be collated into a three-ring, Apple-designed binder, divided by tabs into 
eight catagories. They are as follows: 


* General Productivity (word processing, spreadsheet) 

* Business and Vertical Markets (accounting, time management) 
* Consumer (Home accounting, entertainment) 

¢ Education 

* Utilities and System Software 

¢ Peripherals and Accessories 

¢ Publications 


¢ Desktop Communications 
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When applicable, a binder box will be included to hold demo disks, videotapes, and so on. 


The cost is determined by the weight of your materials placed in the binders. The fee per ounce 
(approximately five to six pages of 8 1/2- by 11-inch paper) is $989. This fee covers all assembly, 
binder, packaging, shipping, labeling, and mail-list expenses. 


How to Participate in Apple Developer Express 


Approximately four months prior to mailing Apple Developer Express, the Software Marketing 
Group will send a notice to interested third-party developers inviting you to participate. 


If you would like to be involved in upcoming Apple Developer Express binders, or have additional 
questions about this program, please contact Joan Stephanie (designated by Software Marketing to 
manage this program) at: 


J.S. Marketing 

220 Main Street, Suite 3 
Nevada City, CA 95959 

Attn: Apple Developer Express 
(916) 272-3549 
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If you have a product that is designed for the higher education market, you can make sure that 
Apple’s higher education customers know about it through one of the following direct-mail 
opportunities: 


¢ Product information inserts in the University AppleGram envelope. 
¢ Your own mailing via an independent mail house. 


University AppleGram a 

Apple publishes a monthly bulletin called the University AppleGram, which is distributed to 
Apple’s higher education customers and field sales representatives. Although the main focus of 
this bulletin is Apple® hardware products, programs, and promotions, the Apple Sales and 
Marketing groups are interested in including third-party product information inserts in the 
University AppleGram envelope. The information should fit the bulletin’s theme for the month. 
The themes will be as follows: 


¢« March—Computer science 

¢ April—Networking: Desktop communications 
* May—Administrative computing 

¢ June—Engineering 

¢ July—Authoring tools 

¢ August—Medical 

¢ September—Business 


Independent Mail House 

Apple will not provide higher education labels to you directly. You can send mail to these 
customers by taking your materials to an independent mail house that maintains Apple’s labels. The 
mail house will do the mailing for you. 


Procedure 

If you would like your product information to be considered for inclusion in the University 
AppleGram envelope, or for mailing independent of Apple, we ask that you send Developer 
Services the following: 


* A sample of your complete direct-mail piece (include cover letter, brochure or flyer, and so on). 
* Your full working product in its final package. 
* Two copies of current product reviews (if available). 


Your product and information will be reviewed by Apple’s Promotional Testing, Developer 
Services, and University Sales groups. These people will determine whether it fits into the current 
market strategy for higher education. 


You will be contacted by Developer Services within two weeks and notified whether your 
direct-mail piece will be included in the University AppleGram envelope. If it is decided that this is 
not appropriate, we will still make the labels available to you through an independent mail house 
(see Mail House Information in this section). 


Please send your product information to the following address: 


Apple Computer, Inc. 

Developer Services 

20525 Mariani Avenue, M/S 27W 
Cupertino, CA 95014 

Attn: Apple University Mailing 


U 


Marketing and Sales Information February 1, 1987 


User groups have supported Apple since the company’s inception. Today, there are approximately 
800 Apple User Groups with a combined membership of more than 200,000 nationwide. Of these 
groups, 80 percent support both Apple® II and Macintosh™ computers; the remaining 20 percent 
support either Apple II or Macintosh. 


Apple User Groups are excellent supporters of Apple and third-party products. They are known 
for disseminating information and offering support to users from all backgrounds and with varying 
levels of experience. At Apple, we recognize them as a valuable resource. 
We have set up a system to help you inform them of the following: 

¢ Your new or revised products. 

¢ Programs that you have developed exclusively for user groups. 

¢ Your special offers or product discounts for user groups. 

If you are interested in sending a direct-mail piece to Apple User Groups, please provide us with a 
sample of what you would like to send to them. Keep in mind that your materials will be sent to 
the “ambassador” of the user group. The ambassador is the person who is responsible for 
disseminating information to the members. Therefore, instruct this person to put your information 
in the groups’ newsletter for all members to view. After we review and approve your information, 
we will provide you with a set of mailing labels. Labels can be divided into the following 
categories: 

¢ Macintosh. 

¢ Apple I. 

¢ Combination of both. 

Send your product information to the address below: 


Developer Services 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27W 
Cupertino, CA 95014 

Attn: Apple User-Group Mailing 
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What Is an Apple Value-Added Reseller (VAR)? 
An Apple VAR is a nonretail reseller who: 


¢ Sells a value-added product, with significant function enhancements, to end users. (The product 
generally represents a unique solution to a vertical market or niche within a broader market.) 


¢ Expands Apple’s distribution to specialized markets that cannot be reached by Apple’s dealer 
channel. 


Some of the important Apple VAR vertical markets are finance, media and publishing, 
communications, and health services. Apple VARs are most interested in learning about products 
that cut their development time, enhance their product offerings, or can be incorporated for resale in 
their total system sale. 


Direct-Mail Opportunities 

If you have a product that is appropriate for the VAR channel, there may be an opportunity for you 
to reach Apple VARs with a direct-mail piece, either independently of Apple through your own 
mailing, or in a few instances, through the VAR AppleGram, Apple’s monthly mailing to Apple 
VARs. 


Procedure 
If you would like to be considered for a mailing to Apple’s VARs and VAR Sales Representatives, 
you should send the following materials: 


¢ A sample of your direct-mail piece; specifically, a cover letter and brochure or flyer. 
¢ A full working version of your product. 
¢ Two copies of current product reviews (if available). 


Your product and information will be reviewed by three Apple departments: Promotional Testing, 
Developer Services, and VAR Sales. 


You will be contacted by Developer Services within two weeks and notified about which of the 
following options is available to you: 


* You will be invited to send your direct-mail piece to Apple’s VAR customers independently of 
Apple. In this case, Developer Services will direct you to an independent mail house that 
maintains Apple’s labels. (Refer to Mail-House Information in this section.) 


¢ If your product is of unusual interest and fits the market needs of the majority of the Apple 
VARs, it may be chosen to be featured in the VAR AppleGram, the vehicle for communicating 
with Apple VARs about Apple programs and products. In this case, you will be invited to write 
an article for this publication, and to include appropriate inserts to accompany the article. 


Please send your product information to the following address: 


Developer Services 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27W 
Cupertino, CA 95014 

Attn: Apple VAR Mailing 
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Apple does not publicize its VAR, higher education, and dealer lists. However, to help developers 
send direct mailings to these Apple customers, Developer Services has made arrangements with an 
independent mail house that will receive Apple labels and administer the mailings for you. 
Once your direct-mail information has been approved, Developer Services will provide you with _ 
the name of the mail house. The logistics of your mailing will be handled between you and the mail 
house. 
The following information will help you plan your VAR, higher education, and dealer mailings: 
Cost of Mailing 
Base preparation charges: 
1. First class, $.07 each plus postage. 
2. Third class, $.08 each plus postage. 
Note: The total cost for third class (including postage) is less than for first class, but as there is 
more handling required for third class, the base preparation charge is higher. 
Base charges refer to mailers that are prestuffed. They include: 


1. Acquiring a current set of labels from Apple. 
2. Applying labels to mailers. 


3. Applying postage. 

4. Dropping mail at the mail house’s local post office. 

Other Services Available at an Additional Cost 

* Collating. 

¢ Folding. 

¢ Stuffing. 

General Information 

* It usually takes 5 to 7 days to receive a set of labels from Apple. 

* The mail house prefers to have your material at its warehouse 10 days prior to the mail-house 
drop date. 

Billing Procedure 


* Advance payment of postage fees and services is required. 
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Bringing a product to fruition can be a satisfying and rewarding experience. Choosing the best 
publisher to package, market, and distribute your product is an important factor in realizing this 
goal. 


All of the publishers on the following list have experience in publishing software for the Apple® II 
and/or Macintosh™ personal computer. Some preliminary investigation can help speed up the 
selection process for your initial list of prospective publishers. By examining current packaging, 
user manuals, distributing, and advertising practices, you can start with publishers whose general 
philosophy you are in agreement with. 


Some publishers have standard submission packages that include their evaluation and testing 
criteria, as well as a standard contract agreement. Others have very informal programs, and 
everything is negotiable. You may want to contact several companies for submission packages 
before actually submitting your product for comparison purposes. 

Before you sign any agreement, however, we recommend that you have it examined by a good 
contract lawyer. To have all of your expectations met, both you and the publisher must clearly 
understand what they are at the beginning of your relationship. There are many aspects to 
marketing a product. Here are just a few points you will want to consider: 


* How long will it take to bring your product to market—What milestones should go into the 
contract? Do you want a penalty clause? 


* Is your product in final form—or are you willing to add features, revise, change, or rewrite 
parts of your code? How long will it take? 


* Who will write the manual—How long will it take? How much will it cost? What will it 
look like? Will it include a tutorial? 


* Exclusivity vs. nonexclusivity—Do you want to maintain any marketing rights or are you 
willing to turn over your product to this company? Who owns the code? 


* How many copies (finished product) do you want for your personal use once the product is 
on the market? 


* What kind of payments do you want—Royalty? One-time? Guaranteed minimum? 

* What kind of software protection scheme do you want, if any? 

* What will the packaging look like—Do you want final review? Will there be a demo disk? 
* How will this publisher distribute your product—How many dollars will be spent? 


* How will your product be advertised—Magazines? Newspapers? Trade shows? How will 
it be introduced? 


* Is there an international market for your product—will this publisher provide localization? 


¢ What are your legal rights if the publisher is bought out or reorganized? 
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¢ Do you want your name associated with this product? Do you want to choose the name for 
your product? 


¢ How will your product be supported? Who will make revisions after it is on the market? 


In turn, it is important that you have a thorough understanding of your product, its niche in the 
marketplace, and why it is better than your competitors’. Remember that software publishers look 
at hundreds of products, and yours must be very unusual and innovative before they will consider 
investing their money in a new venture. 


References: Legal Care for Your Software, by Daniel Remer, A Nolo Press book 
The 1985 Programmers Market, by Writer’s Digest Books 


Apple, the Apple logo, and ProDOS are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of 
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The following companies are interested in marketing and/or distributing Apple software. Apple Computer provides 
this list for informational purposes only. This does not constitute an endorsement or recommendation. All products 
listed below are Apple-compatible products. Some companies are shipping more products than are listed. 


~ 


Company Current Products Focus Machine* Contact 
Accent Software, Inc. Apple II Graphics A Nancy VanClef 
4546 El Camino Real, Tools & (415) 949-2711 
Suite S Animation 
Los Altos, CA 94022 
Addison-Wesley Pub. Apple II Educational: B Stephen Bayle 
Two Jacob Way Administration (617) 944-3700 
Reading, MA 01867 Financial Anal. 
Addison-Wesley Pub. Smart Eyes Personal Product. B Jane Tamlyn 
Two Jacob Way The Hobbit Home Education (617) 944-3700 
Reading, MA 01867 Infocom to book trade Books 
Addison-Wesley Pub. Mathematic Skills, 1-8 K-12 A Roger Kincaid 
2725 Sand Hill Road Mathematic Problem (415) 854-0300 
Menlo Park, CA 94025 Solving 

Information Lab Software 

-Jr. High 
Advanced Ideas, Inc. Wizard of Words Educational A Geoff Zawolkow 
2902 San Pablo Avenue The Game Show K-12 (415) 526-9100 
Berkeley, CA 94702 Tic-Tac-Show 
Advanced Logic Mighty Mac Hardware B Nathan Schulholf 
Systems Handlers Software (408) 730-0307 
1195 E. Arques Avenue WordHandler 
Sunnyvale, CA 94086 SpellWorks 
Artsci, Inc. Softforms Productivity— B William V.R. Smith 
5547 Satsuma Avenue Hearts Personal & Bus. (818) 985-5763 
N. Hollywood, CA 91601 MagicWindow Utilities 
Ashton-Tate Framework Business M Mike Stone 
20101 Hamilton Ave. dBase III Productivity (213) 329-8000 
Torrance, CA 90502 Chart Master Innovative 
Bantam Electronic Pub. Scarsdale Diet Consumer Oriented Kenzi Sugiha666 
FifthAvenue Sherlock Holmes Entertainment (212) 765-6500 
New York, NY 10103 IIGS Revealed Computer Books 


Company 


Borland International 
4585 Scotts Valley Drive 
Scotts Valley, CA 95063 


Bourne & Company, Inc. 
200 S. Tryon, Suite 1404 
Charlotte, NC 28202 


Broderbund Software 
17 Paul Drive 
San Rafael, CA 94903 


Brooks/Cole 
Publishing 

555 Abrego Street 
Monterey, CA 93940 


Chariot Software Group 
3659 India Street, Suite 100 
San Diego, CA 92103 


Computer Science Press 
1803 Research Blvd. 
Rockville, MD 20850 


Courses by Computers 
P.O. Box 830 
State College, PA 16804 


Creative Solutions, Inc. 
4701 Randolph Rd. #12 
Rockville, MD 20852 


Collamore 

D.C. Heath & Company 
125 Spring Street 
Lexington, MA 02173 


Dow Jones & Co., Inc. 
P.O. Box 300 
Princeton, NJ 08540 


**Dreams of the Phoenix 
P.O. Box 10273 
Jacksonville, FL 33247 


Current Product 


SideKick 
TurboPascal 
Reflex 


Manna 
Church S/W Systems 


The Print Shop 
Dazzle Draw 
Carmen San Diego 


Algebra Mentor 
Statdisk 
Mathematics, a 
Good Beginning 


MicroTest 
MicroGrade 


Macintosh Pascal 


MacFORTH Plus 
Race Car Simulator 


Heath Language 
Explore Story 
The Learning Line 


Dow Jones Straight Talk 
Dow Jones Spreadsheet 


Market Manager Plus 


Day Keeper Calendar 
Mouse Exchange BBS 
Phoenix 3D 


Mouse Exchange Term. 


Focus Machine* 


Business M 
Consumer 

Church- A 
Related Programs 
Word Processing 
Creativity B 
Business 
Entertainment 
Education B 
Education B 
Education B 
Computer Science 


Math Teaching A 
Aids 


Utilities B 
Productivity 

Selected Vertical 
Markets 


Education K-8 A 
Specific Subject 
Learning Aids 


Business B 
Productivity 
Communications 
Vertical 


Communications M 
Utilities 
Small Applications 


Contact 


David Intersimone 
(408) 438-8400 


Emmest Bourne 
(704) 377-9109 


Aqcuisitions Dept. 
(415) 479-1170 


Robert Evans 
(408) 373-0728 


Katherine Henderson 
(619) 298-0202 


Barbara Friedman 
(301) 251-9050 


Pat Mullinex 
(814) 234-2210 


Christine Colburn 
(301) 984-0262 


Stephanie Blank 
(617) 862-6650 


Greg Gerdy 
(609) 452-2000 


Chris Allen 
(904) 396-6952 


Company 


Electronic Arts 
2755 Campus Drive 
San Mateo, CA 94403 


Emerging Technology 
4760 Walnut St. 
Boulder, CO 80302-5206 


EMS/McGraw Hill 
9855 W. 78th 
Eden Prairie, MA 55344 


Encyclopaedia Britannica 
Ed. Corp. 10th Floor 

425 North Michigan Avenue 
Chicago, IL 60611 


Enterset 
410 Townsend, #408 
San Francisco, CA 94109 


Ist Desk Systems 
7 Industrial Park Rd. 
Medway, MA 02053 


Forethought/MacWare 
250 Sobrante Way 
Sunnyvale, CA 94086 


Gamco Industries Inc. 
P.O. Box 1911 
Big Spring, TX 79720-0211 


Gamma Productions 
710 Wilshire Blvd., Suite 609 
Santa Monica, CA 90403 


Gessler Educational Software 
900 Broadway 
New York, NY 10003 


Great Plains Software 
1701 SW 38th Street 
Fargo, ND 58103 


Current Products 


Amnesia 


MacOffix 


Interactive Authoring 
System 


Body Awareness 
Resource Network 


QuickSet 
QuickPaint 
QuickWord 


1st Base 
1st Merge 
1st Port 


FactFinder 
FileMaker 
FileMaker Plus 


Money 
Telling Time 
States & Capitals 


The Linguist 
Spanish Grammar 
Un Cours de Grammaire 


Payroll 
General Ledger 
Accounts Receivable 


Focus 


Entertainment 


Home & Business 


Productivity 
Education 


Word Processing 
Productivity 
Vertical 


Vertical 
Education 


Education K-12 
Home Education 


Verticals 
Productivity 
Utilities 
Business 
Productivity 
Software 


Business 


Educational K-12 


Home Ed 


Vertical 
Education 
Utility 


Educational 
ESL 
Authoring 
Programs 


Bookkeeping 
Home Acctg. 
S-Med. Business 


Machine* 


B 


Contact 


Charlette Taylor 
(415) 571-7171 


Maria Pardee 
(303) 447-9495 


EMS Div: 
Robert O’ Dell 
(612) 829-8200 


George Litman 
(312) 321-6755 


Tom Firman 
(415) 543-7644 


Bill Hulbig 
800-522-2286 


Bob Gaskins 
(408) 737-7070 


Richard L. Robinson 


(915) 267-6327 


Linda Brandt 
(213) 451-9507 


Daryl O’ Rourke 
(212) 673-3113 


Bob Gifford 
(701) 281-0550 


Company Current Products Focus Machine* Contact 


Great Wave Software ConcertWare+ Vol. 1-5 Creative Stacey Mitchell 
104 Gilbert Ave. ConcertWare MIDI Educational (415) 325-2202 
Menlo Park, CA 94025 ConcertWare+ Music Entertainment 

Haba Systems/Arrays, Inc. The Home Accountant Productivity Chas Haba 

6711 Valjean Ave. The Tax Advantage Comm. (213) 410-9466 
Van Nuys, CA 91405 MacRelax Verticals 

Harcourt Brace Jovanovich Computer Prep forSAT Education Richard Pam 
Electronic Publishing Computer Prep for ACT _ Vertical Markets (619) 231-6616 
1250 6th Avenue Computer Prep for GRE 

San Diego, CA 92101 

Harvard Associates, Inc. MacManager Educational Bill Glass/Andre Rossi 
260 Beacon Street DeskToppers Ind. Consumer (617) 492-0660 
Somerville, MA 02143 Fits Price/Pkg 

Holden-Day, Inc. MicroSolve/Operations | Educ. Coursware Peter Hollingsworth 
4432 Telegraph Avenue Organic Chemistry (univ. level) in (415) 428-9400 
Oakland, CA 94609 Nomenclature the Sciences Business Software 
Houghton Mifflin Education: K-12 Richard Bueschel 
One Beacon Street (617) 725-5000 
Boston, MA 02108 

Infocom, Inc. ZORK Trilogy Interactive Fiction Michael Donbrook 
125 Cambridge Park Dr. (617) 492-1031 
Cambridge, MA 02140 

Information Systems for Surgeon Medical Software Myo Thant, M.D. 
Medicine, Inc The Office Assistant Simulated Edu- (301) 666-2672 
2936 Paper Mill Road cational Games 

Phoenix, MD 21131 

Interactive Learning Math Unlimited Educational: Steven Gas: 

111 5th Avenue K-8 Curricular High School 


New York, NY 10017 


Brian Maguire: College 
(212) 872-1859 


Instructional-Communications K-12, College Stanford or Dorothea 
Technology, Inc. Secondary Adult Taylor 

10 Stepar Place Reading (516) 549-3000 
Huntington Station, NY 11746 Math 


Company 


Current Products 


Focus Machine* 


Contact 


John Wiley & Sons, Inc. 
605 Third Avenue 
New York, NY 10158 


Kensington Microware 
251 Park Avenue South 
New York, NY 10010 


Learning Well 
200 South Service Road 
Roslyn Heights, NY 11577 


MacMillan Publishing 
866 Third Avenue 
New York, NY 10022 


Magnum Software 
21115 Devonshire St., 
Suite 337 

Chatsworth, CA 91311 


Megahaus 
5703 Oberlin Drive 
San Diego, CA 92121 


MicroFocus 

2465 E. Bayshore Road 
Suite 400 

Palo Alto, CA 94303 


Microsoft 

16011 N.E. 36th 

Box 97017 

Redmond, WA 98073-9717 


Milliken Publishing 
Company 

1100 Research Boulevard 
P.O. Box 21579 

St. Louis, MO 63132-0579 


Visible Pascal 
The Kausman 
method of WISC-R 


Hypothesis & Generation 


Maccessories Type 
Fonts, Maccessories 
Accent Graphics 


Cause & Effect 
Drawing Conclusions 


MacMillanWorks 
PWR: Composition 
Software 


Vol. 1 McPic! 
Vol. 2 McPic! 
Slide Show Magician 
Sound Effects 


ReportWorks 
Think Works 
MegaForm 


MacCOBOL 


Microsoft Word 
Excel 
Microsoft Chart 


Writing Workshop 
WordMath 
Discovery! 


Education: 
College 
Engr., Science 


Desk Accessories 


Hardware Accesories 


Educational 


Education: 
K-12 
Textbook related 


Productivity 
Entertainment 
Education 
Utilities 


Large Vertical 
Markets 
Productivity 


Dev. Tools 
Utilities 
Languages 


Business 
Productivity 


Educational 
Managed, K—12 
Curricular 
Courseware 


A Iris Wheat 
(212) 850-6509 


B Richard Pekelney 
(212) 475-5200 


B David Savitsky, Pres. 
(516) 621-1540 


A Sandra Snyder 
(212) 702-2000 


B Scott McTyre 
(818) 700-0510 


B Marshall Stanek 
(619) 450-1230 


M/ Elaine Chan 


Lisa (415) 856-4161 Ext. 370 


M Jeff Harbors 
(206) 882-8080 


A Chuck Eisenberg 
(314) 991-4220 


Company 


Current Products 


Focus 


Machine* 


Contact 


Modern Curriculum Press 
13900 Prospect Road 
Cleveland, OH 44136 


Monogram 
8295 South La Cienega Blvd. 
Inglewood, CA 90301 


Mosbysystems 
The C.V. Mosby Company 


11830 Westline Industrial Drive 


St. Louis, MO 63146 


Novation, Inc. 
20409 Prairie St. 
Chatsworth, CA 91311 


Omnisoft Intnl. Ltd. 
4 Mary Lane 
Melville, NY 11747 


Osborne/McGraw-Hill 
2600 Tenth Street 
Berkeley, CA 94710 


Palantir Software 
12777 Jones Road 
Suite 100 

Houston, TX 77070 


Penguin Software 
P.O. Box 311 
521 Hamilton 
Geneva, IL 60134 


Personal Touch Corporation 
4320 Stevens Creek Blvd., 
Suite 290 

San Jose, CA 95129 


Practical Computer 
Applications, Inc. 

1305 Jefferson Highway 
Champlin, MN 55316 


MicroPower 
Reach for Reading 


Dollars and $ense 


Forecast 
Business Sense 


Microinstructor 


Modems 


MOM: The Macintosh 
Office Manager 


Books: 

Mastering the 
Macintosh Toolbox 
Apple IIc User’ s Guide 


WordPlay 
InTalk 


Transylvania 
Spy Adventures 
Electric Crayon 


Education 
Touch Window 


MacGolf 
MacCourses 


Educational: 
Elementary, 1-6 
Curriculum 


Home and 
Small-Business 
Productivity 


All 


DataCom 


Utilities 
Entertainment— 
Graphic Anim. 


Programming 
Productivity 


Retail products 
$50-$150 


Entertainment 
Utilities 


Entertainment 
Productivity 


Entertainment 


A 


Christine McArtor 
(216) 238-2222 


Jim Black 
(213) 215-0355 


Thomas Lochhaas 
800-325-4177 


Gyle Iverson 
(818) 996-5060 


Marc C. Mandel, 
Chairman 
(516) 367-8618 


Gary Rockenbach 
(415) 548-2805 


Dennis J. Bilbe, Pres. 
(713) 955-8880 


Peggie Smith 
(312) 232-1984 


Karl Schmidt 
(408) 246-8826 


Mike Lange 
(612) 427-4789 


f 


Company 


Current Products 


Focus 


Machine* 


Contact 


(ee Oe ee ee Se 


Prentice-Hall, Inc. 
Simon & Schuster 
Englewood Cliffs, NJ 07632 


QED Information Sciences 
170 Linden Street 

P.O. Box 181 

Wellesley, MA 02181 


Quality Software 
21610 Lassen St. #7 
Chatsworth, CA 91311 


Queue, Inc. 
562 Boston Ave. 
Bridgeport, CT 06610 


Random House/School Division 
201 E. SOth St. 
New York, NY 10022 


Richard D. Irwin 
1700 Alma, Suite 390 
Plano, TX 75075 


Roger Wagner Publishing 
10761 Woodside Avenue, 
Suite E 

Santee, CA 92071 


Rubicon Publishing 
333 Guadalupe, Suite 600 
Austin, TX 78701 


Scholastic Incorporated 
730 Broadway 
New York, NY 10003 


Scott Foresman & Co. 
Professional Pub. Group 
1900 East Lake Ave. 
Glenview, IL 60025 


Life Zones in the Ocean 
Newton’s Third Law 
Earthquakes 


Typing Made Easy 
Typing Skills Builder 


Beneath Apple Manor 
Bag of Tricks 2 
Beneath Apple ProDOs® 


Various 


Computerized Business Stats 
Microcomputer Study Guide 
CompuTest II 


MouseWrite 


MerlinPro 
SoftSwitch 


SongPainter 


Mathshop 
Success with Typing 
Talking TextWriter 


Books 


Educational: A 
College 


Educational: 7-12 B 
College 

Home 

Business 


Utility A 
Books 


Educational M 


Educational: A 
K-12 


Educational: A 
Business Schools 


Consumer A 
Utilities 

Home Ed 

All M 
Educational: A 


4-12, College IIGS 


Productivity B 
Business 


Rita Formica 
(201) 592-2501 


Edwin F. Kerr 
(617) 237-5656 


Bob Christiansen 
(818) 709-1721 


Carol Carbone 
(203) 333-7268 


Richard Casabonne 
(212) 572-4961 


Dale Brown 
(214) 422-4389 


Tom Burns/ 
Garland Buckingham 
(619) 562-3670 


Mike Frost 
800-622-2210 


Paula Weinberger 
(212) 505-3556 


Richard Swadley 
(312) 729-3000 


Company 


Scott Foresman & Co. 
1900 East Lake Ave. 
Glenview, IL 60025 * 


Sensible Software 

210 South Woodward, 
Suite 229 

Birmingham, MI 48011 


Sierra On-Line Inc 
P.O. Box 485 
Coarsegold, CA 93614 


Simon & Schuster 
1 Gulf & Western Plaza 
New York, NY 10020 


Sir-Tech 
P.O. Box 245 
Ogdensburg, NY 13669 


Software Resources Int'l 
1209 W. Knickerbocker Drive 


Sunnyvale, CA 94087 


Software Masters, Inc. 
3330 Hillcroft, Suite A 
P.O. Box 570417 
Houston, TX 77257 


Software Publishing 
1901 Landings Drive 
Mt. View, CA 94043 


Software Ventures 
2907 Claremont Avenue, 
Suite 220 

Berkeley, CA 94705 


South-Western 
Publishing Co. 

5101 Madison Road 
Cincinnati, OH 45227 


Current Products 


Curriculum-based 


Bookends 
Sensible Speller 
Graphics Department 


Apple II 


Wizardry 


Clan Practical Account. 


inTouch 


PFS: Series 


MicroPhone 


Educational 


10 


Focus Machine* 


K-12 A 
Productivity A 
Utilities 

Arcade B 
Adventure 
Educational 
Consumer B 
Personal Finance 
Entertainment B 


Personal Productivity 


Consumer M 
Entertainment 
Education 
Productivity M 
Utilities 

All Areas A 
Business M 
Applications 
Vocational B 
Business 

Education 


Contact 


Dee Lee 
(312) 729-3000 


Roger Tuttleman 
(313) 258-5566 


MaryKay Gerth 
(209) 683-6858 


Debra Weinberg 
(213) 373-8133 


Rob Sirotek 
(315) 393-6633 


Brad Fregger 
Software Producer 
(408) 738-4311 


Ernie Chappell 
(713) 266-5771 


Leslie Larson 
(415) 962-8910 
Ext. 357 


David Hindawi 
(415) 644-3179 


John M. McDonough 
(513) 271-8811 


Company 


Southeastern Software 
7743 Briarwood Dr. 
New Orleans, LA 70128 


Spectrum Software 
1021 Wolfe Road, 
Suite 130 

Sunnyvale, CA 94086 


Spinnaker Software 
1 Kendall Square 
Cambridge, MA 02139 


State of the Art, Inc. 
3191 C. Airport Loop 
Costa Mesa, CA 92626 


Sterling Swift Pub. 
7901 South I-35 
Austin, MA 78744 


Sunburst Comm. 

39 Washington Avenue 
Pleasantville, NY 10570 
(914) 769-5030 


Symmetry Corporation 
761 E. University 
Mesa, AZ 85203 


Target Software 
14206 S.W. 136th Street 
Miami, FL 33186 


TMQ Software, Inc. 
1110 Lake Cook Road 
Buffalo Grove, IL 60090 


Current Products 


MAC-Transfer 
Datacapture Ie 


Communications 


MicroCap // Circuit 


Analysis Program 


MicroLogic 


Da Vinci Bldg. Blocks 


Commercial Interiors 


MusicWorks 
Sargon III 
VideoWorks 


Electric Checkbook 


Apple II 


Apple II 


PictureBase 
Acta 


MacLightning 


TMON 
Dejavu 
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Focus Machine* 


Verticals 
Utilities 


Engineering 


Productivity 
Entertainment 


Serious Home 
Business 
Productivity 


Educational/ 
Schools 


Education 


Graphics 
Networks 
Productivity 
Tools 


Productivity 


Programming 
Entertainment 


Contact 


George McClelland 


(504) 246-8438 


Karen Burchfiel 
(408) 738-4387 


Richard Bratt 
(617) 494-1200 


George Riviere 
(714) 850-0111 


Eugene Hayes 
(512) 282-6840 


Marge Kosel 
800-431-1934 


Scott Shwarts 
(602) 844-2199 


Sal Patalano 
(305) 252-0892 


Tod Zipnick 
Jay Zipnick 
(312) 520-4440 


Company Current Products Focus Machine* 


T/Maker Graphics ClickArt Publications All M 
1973 Landings Drive 
Mt. View, CA 94043 


Think Educational MacEdge Education M 
Software Mind Over Mac Entertainment 
16 Market Street MacEdge II Higher Education 
P.O. Box 5077 
Potsdam, NY 13676 
Wadsworth Publishing Calculus Illustrated Educational: A 
10 Davis Drive Hands on Statistics College 
Belmont, CA 94002 Electronic Chem. Lab 

Experiments 


* A = Apple II products only, M = Macintosh products only, B = will consider both 
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Contact 


Louise Stanley 
(415) 962-0195 


Gregory Berkin 
(315) 265-5636 


Stuart Thomas 
(415) 595-2350 


C) 


® 


Ul 


S Telemarketing Tips 


Marketing and Sales Information February 1, 1987 


Telemarketing makes it possible to approach every potential customer with a prepared, 
predetermined, standard copy message. At the same time, it retains maximum flexibility to respond 
to each prospect’s individual needs. This ability to listen and respond to the prospect’s questions 
or concerns is the major advantage offered by telemarketing. In no other form of promotional 
communication does the medium so profoundly influence the message. Another important 
advantage is that telemarketing is extremely cost-effective. A salesperson can contact only a 
handful of potential customers per day, but the typical telemarketer makes 20 to 25 calls an hour 
and reaches the person he or she wants on 8 to 12 of those calls. 


Telemarketing, an Effective Business Tool 


Telemarketing is a tool halfway between media and field sales. Although you cannot show the 
product as in field sales, it still carries a personal touch and provides instant feedback that’s not 
available from print or broadcast advertisements. Telemarketing gives you the opportunity to: 


* Follow up on prospects who have shown an interest in your product. 
¢ Convert inquiries into sales. 

¢ Reactivate/Upgrade old customers. 

¢ Find and screen new business. 

¢ Reach distant customers. 

¢ Reach more customers in less time. 

* Receive direct response inquiries to advertised offers. 


Telemarketing Techniques 
Listed below are some key telemarketing techniques: 


* Prepare a list of your prospect’s possible objections and questions, along with your answers. 

* Begin by identifying yourself no matter who answers the phone. You will build goodwill and 
possibly gain another customer. 

* Respect the other person’s time. The telemarketing techniques combine salesmanship with 
simple conversational courtesy. If it’s obviously not a good time, inquire about a more 
convenient time and close the call promptly. 

¢ Visualize the person and speak directly. 

* State your reason for calling—the more quickly you get to the point, the more receptive the 
listener will be. 

* Ask questions. “What questions can I answer that will make your buying decisions easier?” 

* Ask for the appointment. When you’ve satisfied your customer’s questions and overcome 
problems, set up an appointment to accomplish your selling objectives. 

* Listen to the answers. Don’t interrupt. When it is your turn to speak, let your response show 
that you’ve heard and understood the customer’s problems. 

* Summarize the conversation. Review the pertinent information and have the customer review it. 

* Send a letter or note to follow up on the conversation. 


Maximizing Results 

Here are additional tips to help you make the most of telemarketing: 

* Keep track of your telemarketing efforts. Keep a current data base on your follow-up list. Use 
the data base to note the time, date, and outcome of each telephone conversation. 


* Don't get overly technical and intimidate a prospect with high-tech jargon over the phone. 
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@. Trade-Show Tips 


Trade Shows and Events 


February 1, 1987 


Trade shows give you the opportunity to present your products directly to customers in a strong 
selling environment. People attend a trade show because they are in the market to buy. The sales 
potential is enormous, which makes participating in trade shows extremely cost-effective. It can 
also be an effective method of improving awareness of your company’s name. Before selecting a 
show to participate in, consider these questions: 


¢ What are your goals? 

¢ What products are you going to feature and sell? New products? 

¢ What are the best markets for these products? 

¢ What specialized solutions do you offer that appeal to the specific market? 
¢ What is your budget? 

¢ How many leads can you generate? 

¢ How much business can you close? 


Be Prepared 


There is a trade show for practically every industry. Participate at the shows that attract your target 
audience. Check into a show’s past performance record and get the answers to these questions: 


¢ What other companies will have booths at the show? 

¢ How much money does the promoter spend on advertising? 
¢ Where is the money spent? 

¢ Has attendance at the show consistently grown? 


No matter how broad the scope of the show and audience, take careful steps in planning your 
display. Emphasize the products with the greatest application to the show’s patrons. 


¢ Display your latest products and newest technology. People expect to see what’s new in their 
area of interest—that’s part of the drawing power of trade shows. 

¢ Have knowledgeable people on hand. The more serious the buyers, the more they need and 
expect clear and accurate answers. Make sure your representatives are well versed in the 
profession of your target audience. 

* Set up hands-on demonstrations. The chance to touch, see, feel, and work with a product 
firsthand will catch a buyer’s interest and help sway the purchase decision. 

* Advertise your presence with prominently placed posters and have product literature available. 

* Be prepared to write orders. Set up an organized point-of-sale system to handle transactions. 
Have extra people on hand at peak show times to handle the crowd. 

* Gather sales leads. At a nonselling show, establish a system for all your salespeople to follow 
forgetting prospects’ names. 

* Offer attendees “show specials” to give potential customers a reason to buy immediately. 


Maximizing Results 


Follow-up is the key to success in trade shows. If you don’t follow up on the leads and prospects 
you’ve gained, you can’t expect to close many sales. After the first day of the trade show, enter all 
attendees’ names, addresses, phone numbers, and other data into your prospect data base. Send 
attendees a thank-you letter and let them know that you will call in a few days. Within five days of 
the show, call the prospects and offer assistance assessing their specific needs. 
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Business Trade Shows 


February 1, 1987 


s 
@. 
Trade Shows and Events 


Apple will have a booth at the following trade shows and conferences (please note that this schedule 


is subject to change): 


Dates Show Location Manager 
March 3-5 *Corporate Electronic Publishing Chicago Nancy P. Walsh 
Systems (CEPS) (203) 964-0000 
March 9-12 **Seybold Seminar Beverly Hills Laurel Brunner 
(213) 457-5850 
April 9-11 *Type-X New York City Frank Romano 
(603) 898-2822 
April 28-30 Dexpo South Nashville Hope Makransky 
(609) 987-9400 
May 4-7 National Premium Incentives New York Jay Thalheim 
(718) 357-3555 
May 17-20 Society for Technical Communication Denver Joanne Hackos 
National Conference (303) 986-6198 
May 23-26 American Booksellers Association Washington, Victoria Stanley 
D:¢: (212) 867-9060 
June 6-10 American Newspaper Publishing Association Las Vegas Peter Romano 
(703) 648-1215 
June 23-25 American Society of Training and Development _— Atlanta Kathy Hightower 
(703) 471-5761 
June 24-26 AEC Systems Washington, George Borkovich 
Dic. (215) 384-7262 
August 8-12 American Bar Association San Francisco Amy Kleinman 
(312) 988-5870 
August 13-15 National Association of Quick Printers Anaheim Philip Battaglia 
(201) 777-6727 
September 10-12 *Seybold Desktop Publishing Conference Santa Clara Laurel Brunner 
(213) 457-5850 
September 14-17 National Premium Incentives Chicago Peter Erickson 


(312) 366-1733 


@. Business Trade Shows 


Trade Shows and Events February 1, 1987 
September 30—- National Newspaper Association Portland David Shoup 
October 2 (703) 471-5761 
October 26-28 Corporate Electronic Publishing Systems (CEPS) Boston Nancy P. Walsh 
(203) 964-0000 


*These shows will be coordinated by Apple’s Corporate Office. All other shows will be coordinated by Apple’s 
Regional Sales Offices. To secure your own booth, contact the show manager directly. 


**Please note that the Seybold Seminar in Beverly Hills is not a trade show. Companies that have new products of 
interest to Seybold are invited to exhibit only. 


If you need additional information, please contact: 


Developer Services 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27W 
Cupertino, CA 95014 

Attn: Business Trade Show Information 
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é. Government Shows 


Trade Shows and Events February 1, 1987 


Apple will have a booth at the government conferences that are listed below. Please note that this 
schedule is subject to change. 


Dates Show Location Manager Attendance 


May 19-21 The Government Technology Conference Sacramento Dave Draxler 10,000 
(916) 923-1838 


June 8-10 Federation of Conferences of Information Washington, D.C. Carl Berndtson 10,000 
Systems (five conferences rolled into (617) 358-5301 
one show: Federal Office Automation 
Conference, National Office Automation 
Conference, Government Computer Expo 
Conference, National Networks Conference, 
State and Local Government Information 
Systems Conference) 


July 26-29 National Conference of State Legislatures Indianapolis Annette Pituch 5,000 
(303) 623-7800 


August 1-6 Urban & Regional Information System Assoc. Ft. Lauderdale Constance Blackmon 1,300 


(404) 656-7720 
September Federal Computer Conference Washington, D.C. Dan Daly 10,000 
29-October 1 (617) 358-5301 


Contact the show manager directly to secure your own booth. 
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@. K-12 Trade Shows 


Trade Shows and Events 


Apple will have a booth at the K-12 educational trade shows listed below: 
Dates Show Location 
February 6-9 Nat'l Association of Secondary School Principals San Antonio 


February 20-23 American Association of School Administrators New Orleans 


March 21-24 Association for Supervision and New Orleans 
Curriculum Development 

March 26-29 National Science Teachers Association Washington, D.C. 

April 4-6 National School Board Association San Francisco 

April 8-11 National Council of Teachers of Math Anaheim 

April 20-23 National Catholic Educator's Association New Orleans 

April 20-27 Council of Exceptional Children Chicago 

May 3-7 International Reading Association Anaheim 

June 24-26 National Educational Computing Conference Philadelphia 

June 27-July 2 American Library Association San Francisco 
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Attendance 
10,000 
9,000 


7,200 


8,100 
19,000 
4,000 
10,500 
4,000 

9,000 

3,000 


3,000 


If you need additional information, or would like to participate in any of these shows, please send 


your requests specifying shows and software to: 


Tina Ruppelt 

Apple Computer, Inc., M/S 23D 
20525 Mariani Avenue 

Cupertino, CA 95014 

Attn: K-12 Trade Show Information 
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Outside Apple is a 16-page monthly newsletter that is sent to all Apple Certified Developers 
(approximately 5,000) and some Apple employees in the Product Development and Marketing 
groups. The purpose of the newsletter is to act as a communications vehicle between Apple 
Computer and the developer community. Most of the articles in this newsletter are written by 
Apple employees, with regular columns from the Software Product Management, Market 
Intelligence, and International groups. 


There are several ways in which developers can contribute to the newsletter: 


¢ Product information articles. 

¢ Announcements/Contests. 

¢ Featured product of the month. 
¢ Classifieds. 


Product Information Articles 

Developers who have tools, languages, and/or utilities are invited to write columns about their 
products for Outside Apple. Graphics are welcome. Articles will be copy-edited, but any changes 
other than to correct grammar or typos will be reviewed with the author before publication. 


Announcements/Contests 

You may post announcements that would be of interest to the developer community, such as 
product discounts to other developers, or descriptions of your developer programs. Contests may 
also be announced in the newsletter. 


Featured Product of the Month 

Each month, Outside Apple features an interesting end-user application story about a third-party 
product. (Examples include the use of Easy 3D for animation and the use of Omnis 3 to help run 
an oil business.) Developers are invited to submit end-user stories on an ongoing basis to Tore 
Bonanno, 20525 Mariani Avenue, M/S 27AB, Cupertino, CA 95014. 


Classifieds 

Classifieds are for exchanging information, and can be used to find a publisher, sell a service, or 
anything else that might help you in your endeavors. Up to 40 words are accepted on a first-come, 
first-served basis. You can submit your classifieds on disk or send in hard copy. The publication 
of classifieds is subject to space constraints. 


Procedure for Submitting Your Product Information 

The product information articles, announcements, and contests must be submitted on disk in 
MacWrite™ or Microsoft® Word. Your information is due on the first day of each month for the 
ao month's issue (that is, an article submitted by January 1 will appear in the February 
issue). 


Information for product articles, announcements/contests, and classifieds should be sent to: 


Hazel Holby, Editor 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27AB 
Cupertino, CA 95014 

Attn: Outside Apple 


Apple and the Apple logo, are registered trademarks of Apple Computer, Inc. MacWrite is a trademark of Apple Computer, Inc. 
Easy 3D is a trademark of Enabling Technologies, Inc. Omnis is a registered trademark of Blyth Holdings, Ltd., Microsoft is a 
registered trademark of Microsoft Corporation. 
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Desktop Publishing Media Advertising List 


Target Audience 


Ad Agencies/Marketing Firms 


Corporate Personnel 


Graphic Arts 


Personnel and Training 


Public Relations/Consulting Firms 


Small Publishers/Small Newspapers 


Publication 


Advertising Age 
Association Management 


Business Marketing 


Sales & Marketing Management 


Personnel Publishing 


Publish 


Graphic Design 


Print 


Personnel Journal 


Training 


Communication World 


Public Relations Journal 


Editor & Publisher 
Folio 

Magazine Design & 
Production 


Printing Impressions 


Quick Printing 
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DTP Media List 


Circulation 


88,675 
14,061 
44,117 


58,826 


25,000 


25,000 


25,257 


47,705 


20,068 


46,614 


14,457 


16,248 


27,964 
12,853 
25,780 
97,480 


27,146 
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Contact 


Laurence Oliver 
(312) 649-5200 
Tammie Wilkerson 
(202) 626-2711 
Greg Bauer 

(312) 649-5260 

Ed Harrison 

(212) 986-4800 


Joan Spencer 
(312) 250-8900 
Penny Rigby 
(415) 546-7722 


Milton Kaye 
(212) 759-8813 
Virginia Berke 
(212) 682-0830 


Les Gage 

(714) 751-1883 
Elizabeth Fellman 
(612) 333-0471 


Paul Miles 
(415) 433-3400 
Zoe Dictrow 
(212) 826-1757 


Donald Parvin 
(212) 675-4380 
Gail Stokes 
(203) 358-9900 
Dennis Triola 
(415) 969-3000 
John Conner 
(215) 238-5300 
George Franzen 
(213) 920-3500 
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Advertising and Publications 


Target Audience 


Teachers and 
Administrators 


Teachers and 
Administrators 
Computer Purchasers 
Teachers and 
Administrators 


Teachers and 
Administrators 


Teachers and 
Administrators 


Teachers and 
Administrators 


Teachers and 
Administrators 


Publication 


Electronic Learning 


The Journal 


Social Science Microcomputer 


Change Magazine 


Collegiate Microcomputer 


Electronic Education 


Academic Computing 


Academic Technology 


Circulation 


73,000 


80,000 


1,000 


13,000 


1,500 


75,000 


100,000 


40,000 
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Contact 


Bob Burroughs 
(212) 505-3478 


Cheri Donnelly 
(714) 261-0366 


Dan Ross 
(919) 684-2173 


Wendy Schwartz 
(202) 362-6445 


Brian Winkle 
(812) 877-1511 


Tony Roberts 
(904) 878-4178 


Joel Kolbensvik 
(214) 548-2101 


Tony Roberts 
(904) 878-4178 
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r Advertising and Publications 


Target Audience Publication 
Teachers Early Years K-8 
Learning 
The Instructor 
Administrators American School Board Journal 


American School & University 


School & College Product News 


Curriculum Product Review 


Education Week 


Computer-Aided Instruction Electronic Learning 


Classroom Computer Learning 


Teaching and Computing 


T.H.E. Journal 


Special Education Closing the Gap 


The Exceptional Parent 
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Circulation Contact 
150,000 Allen Raymond 
(203) 454-1020 
277,000 Terry Nelson 
(312) 885-1140 
254,361 Joanne McDevitt 
(312) 938-2328 
42,000 Tom Midgley 
(213) 450-9001 
42,000 Ron Levinson 
(818) 889-0377 
63,051 Ken Smitley 
(818) 990-9000 
50,000 Susan Leach 
(213) 462-2700 
58,000 Arleigh Hupp 
(714) 720-0222 
John Sabo 


(213) 379-8455 


83,000 Arleigh Hupp 
(714) 720-0222 


John Sabo 
(213) 379-8455 


88,000 Wendy LaDuke 
(714) 261-0366 


10,000 Maryann Hardy 
(612) 248-3294 


35,000 Eddie Shack 
(617) 536-8961 


S. General Media List 
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Publication Target Audience Circ. # Contact 
A+ Magazine Apple II end users 175,000 David Ezequelle 
Suzanne Zellner 
(212) 503-5210 

A+ Magazine/Mac section Macintosh end users above above 

Amer. School Board Journal School board admin. 41,704 Tom Midgley 
K-12 (213) 450-9001 
Tle and IIc 

American Way Air business traveler Barbara Garaghty 
Tle and IIc 1,000,000 (817) 355-1806 

Apple IT Review Apple II end users 100,000+ Sandy Van Salisbury 
and dealers (305) 231-6904 

Business Software Execs. in S-M businesses 46,896 Lynne Matthes 
Macintosh (415) 366-3600 

Business Week Execs. around the 890,000 Don Thompson 
world (415) 954-9709 
Ile and IIc 

Byte Micros in business 390,000 Greg Williams 
Macintosh (603) 924-9281 

Changing Times Upwardly mobile, 1,383,513 Peter VanLeight 
ages 25-SO, Ile and IIc (212) 599-0454 

COMPUTE! Personal computers in 359,233 Jerry Thompson 
home and education (415) 348-8222 
Ile and IIc 

Computer Club News Apple II computer club 15,000+ David Ferrannte 
advisors and school (617) 271-0400 
administrators 

Consumers Digest Reports on products 1,061,771 Alex Lilburn 
people would enjoy (213) 462-2700 
Ile and IIc 

Electronic News Professionals in 92,119 Val Landi 
electronics and (212) 741-4230 
computers 
Ile and IIc 
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Family Computing 


Forbes 


Fortune 


InfoWorld 

MacBriefs 

MACazine 

Macintosh Buyer’ s Guide 
MacMarketer 

Macworld 

McGraw-Hill! 
Management Network 


Mini Micro Systems 


Money 


National Geographic 


New York Times Magazine 


Beginning micro users 
Ile and IIc 


Management in U.S. 
companies 
Tle and IIc 


Upper-level business 
managers 
Tle and Ic 


Execs of small to mid- 
size growing companies 
Tle and IIc 


Enthusiasts 
Macintosh 


Mac users, Mac dealers 
professionals 


Macintosh users and 
business users 


Macintosh end users 
and dealers 


Macintosh dealers 
Enthusiasts 
Macintosh 


General Business 
Tle and IIc 


Value-added OEMs 
Tle and IIc 


America’s magazine of 
personal finance 
Macintosh 


General 
Ile and IIc 


General interest 
Tle and IIc 


418,436 


727,235 


725,000 


625,000 


160,000+ 


10,000+ 


60,000 


125,000 


160,000 


1,638,869 


138,099 


1,700,000 


10,690,714 


1,533,720 
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Paul Reiss 
(212) 505-3585 


Dick Reynolds 
(415) 391-7000 


Tom Martz 
(415) 982-5000 


J. Peter Hustis 
(617) 227-4700 


Stan Vanocur 
(415) 328-4602 


Taylor Barcroft 
(714) 842-0518 


Chuck Abrams/Steve Branda 
(415) 931-7299 or (201) 488-7900 


Sandy Van Salisbury 
(305) 231-6904 


Sandy Van Salisbury 
(305) 231-6904 


Patricia Navone 
(415) 546-7722 


Kate Kirkland 
(212) 512-3950 


Frank Barbagallo/Rick Jameson 
(617) 964-3030 


Alison Embree 
(415) 982-5000 
Jim Shepherd 

(415) 541/0442 


Nancy Karp 
(212) 556-1362 
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Newsweek News, commentary, 3,012,746+ Michael Callan 
public affairs, current (415) 788-4321 
events — 
Ile and IIc 
Newsweek-Executive Plus Qualified American 950,000 Media Department 
Edition management (212) 350-4000 
Macintosh 
Nibble Apple II enthusiasts 72,000 Andrew Mintz 
Kevin Rushalko 
(617) 371-1660 
NibbleMac Macintosh enthusiasts 25,000 Andrew Mintz 
Kevin Rushalko 
(617) 371-1660 
Omni Futuristic enthusiast 855,000 Ron Friedman 
Ile and IIc (213) 872-1780 
Parents Parents 1,675,000 Sandy Fish 
Tle and IIc (415) 981-2572 
People General interest 2,900,000 Barry Perrin 
Tle and IIc (212) 586-1212 
Personal Computing Mag. Enthusiast 482,000 Mike Uliss/Barbara Gough 
Tle and IIc (201) 393-6165 
Popular Science New products/ 1,816,139+ Jackie Kelly 
Science/Tech. enthusiast (213) 380-1936 
Ile and Ic 
School Administrator Elementary school 18,173+ Media Department 
principals (703) 528-0700 
Tle and IIc 
Scientific American Science/Tech enthusiasts 600,000 David Jern 
Tle and IIc (415) 788-6888 
Smithsonian Individuals interested in 2,280, 169 Bob Donovan 
culture, intelligence, art (212) 490-2510 
Ile and IIc 
Sports Illustrated Sports enthusiasts 2,875,000 Mike Davey 
Tle and IIc (212) 307-4775 
Sylvia Porter’ s Personal Young successful 400,000 Ken Wallace 
Finance Magazine individuals interested (212) 490-8989 
in money management 
Tle and Ic 
3 
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Teaching & Computers 


The Atlantic 
The Chronicle of Higher 


Education 


The New Yorker 
Time 


Time-Business Edition 
U.S. News & World Report 


United 
Venture 
Wall Street Journal 


Working Mother 


Working Woman 


K-8 classroom teachers 
Tle and IIc 


Contemporary individuals 
interested in public affairs 
Ile and IIc 


Decision making admin. 
in education 
Macintosh 


Upwardly mobile with 
cultural and social 
interests 

Macintosh 


News coverage (world & 
business), current events, 
public affairs 

Ile and IIc 


American management 
All-business circulation 
Macintosh 


General interest, current 
events, public affairs 
Ile and IIc 


Business travelers 
Macintosh 


Entrepreneurs and investors 
Ile and IIc 


Macintosh 


Career-oriented working 
mothers 
Ile and IIc 


Career-oriented success- 
oriented working women 
Ile and IIc 


45,000 


450,000 


70,839 


575,000 


4,500,000 


1,635,000 


2,255,943 


450,000 


375,000 


1,952,283 


564,567 


850,000 
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Robert Barrows 
(212) 505-3000 


Media Department 
(212) 687-2424 


Cindy Kennedy 
(202) 466-1000 


Chris Boskin 
(415) 434-3232 


Paul Wittman 
(415) 982-5000 


Paul Wittman 
(415) 982-5000 


Media Department 
(202) 955-2000 


Dan Mackin 
(415) 391-5484 


Carla Penzotti 
(212) 682-7373 


Media Department 
(212) 808-6700 


Diane Leonard 
(212) 551-9404 


Jerry Sedler 
(212) 309-9800 


Note: This information was provided by each publication and will be revised and updated appropriately. 
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Establishing a good working relationship with editors or writers who can review or mention your 
new products in their trade publications is an effective way to get inexpensive exposure for your 
product and company. For instance, you can have your product mentioned at no cost in the 
following: 


¢ New products and product reviews sections . 
¢ New items: trends, contests, unusual or humorous news. 
¢ Letters to the editor. 


We talked to several prominent editors of well-known publications to better understand how to 
approach the editorial community, and they shared with us the following tips: 


How to Make Sure a Publication Knows About Your New Product 
There are several ways that you can establish contact with editors or reviewers. These include: 


* Mail your product to them (include press release, brochure, company profile). Follow up with a 
courteous phone call. This helps raise visibility above all other submissions. 

¢ Make a personal visit to their office. 

* Meet with them at trade shows (schedule meeting one or two weeks before the show). 


What an Editor Looks For in New Products 
Before an editor decides to include a product in new product sections or articles, he or she 
considers the following: 


* Does the product fill the readers’ needs? 

* Is it new, innovative, unique, ground breaking? 

* Does it coincide with the theme for that particular issue? 
* Does it offer price/performance breakthrough? 

* Does it do what the manufacturer claims? 

¢ Is it available on the market? 

What a Reviewer Looks For in New Products 

One of the best ways to let your potential customers know about your product is to have it reviewed 
by a publication. The reviewer looks for certain qualities in a product, such as: 


* Does the documentation clearly guide the user? 

* Does the product meet performance claims? 

* Does the price/performance offer a good value? 

¢ How compatible is the product with other products? 

* Is the release version free of bugs, and is it complete as represented? 


Average Turnaround Time for Reviews 

You should expect to wait about three or four months to see your review published. This means 
that if you are introducing a new product in December and want a review published in January or 
February, you need to talk to reviewers in August or September. In other words, start early. This 
gives reviewers enough time to: 


¢ Make article assignments. 

¢ Review the product. 

* Create illustrations/artwork and arrange page layouts. 

¢ Print and ship the magazine. 

Apple and the Apple logo are registered trademarks of Apple Computer, Inc 
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The publications that are listed below will consider software and peripheral products for written 
review. You should send them a full working version of your product, complete with 
documentation, product literature, a press release, and a company profile. 


General Publications 


A+ Magazine 

11 Davis Drive 
Belmont, CA 94002 
Attn: Carol Person 
(415) 598-2290 
Macintosh and Apple II 


Apple II Review 
Redgate Publishing 
3381 Ocean Drive 

Vero Beach, FL 32963 
Attn: Paul Pinella 
(305) 231-6904 

Apple II 


Business Software 

501 Galvaston Drive 
Redwood City, CA 94063 
Attn: Jim Fawcette 

(415) 366-3600 
Macintosh and Apple II 


Computer Chronicles 
KCSM-TV 

1700 Hillsdale Blvd. 
San Mateo, CA 94402 
Attn: Sara O’Brien 
(415) 574-6586 
Macintosh and Apple II 


Computer Reseller Monthly 
3550 Wilshire Blvd. 

Los Angeles, CA 90010,St.660 
Attn: Larry Tuck 

(213) 383-5800 

Macintosh and Apple II 


Computers in Accounting 
1 Penn Plaza, 40th Floor 
New York, NY 10119 
Attn: Jules Gilder 

(212) 971-5557 

Macintosh 


Al Expert 

500 Howard Street 

San Francisco, CA 94105 
Attn: Bill Burch 

(415) 397-1881 
Macintosh and Apple II 


Apple’s On-Line 

34 Spencer Drive 
Bethpage, NY 11714 
Attn: Neil Shapiro 
(516) 735-6924 
Apple II 


Byte 

70 Main Street 
Peterborough, NH 03468 
Attn:) Stanley Wszola 
(603) 924-9281 

Apple I 


Computer Currents 
5720 Hollis 
Emeryville, CA 94608 
Attn: David Needle 
(415) 547-6800 
Macintosh and Apple II 


Computer Reseller News 
600 Community Drive 
Manhassett, NY 11030 
Attn: Nancy Trespasz 
(516) 365-4600 
Macintosh and Apple II 


ComputerWorld 

P.O. Box 9171 
Framingham, MA 01701 
Attn: Suzanne Weixel 
(617) 879-0700 
Macintosh and Apple II 


Apple II Computing 

544 2nd Street 

San Francisco, CA 94107 
Attn: Anita Malnig 

(415) 957-0886 

Apple II 


Billboard 

9107 Wilshire Blvd., Suite 700 
Beverly Hills, CA 90201 

Attn: Jim McCullaugh 

(213) 273-7040 

Macintosh and Apple II 


CALL. Apple 
290 SW 43rd Street 
Renton, WA 98055 
(206) 251-5222 
Apple II 


Computer Language 

500 Howard Street 

San Francisco, CA 94105 
Attn: Bill Burch 

(415) 397-1881 
Macintosh and Apple II 


Computer and 

Software News 

425 Park Ave. 

New York, NY 10022 
Attn: Charles Humphrey 
(212) 371-9400 
Macintosh and Apple II 


Data-Based Advisor 
1975 5th Avenue 

San Diego, CA 92101 
Attn: David Kalman 
(619) 236-1182 
Macintosh and Apple II 
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Datamation 

875-3rd Ave. 

New York, NY 10022 
Attn: Theresa Barny 
(212) 605-9400 
Macintosh and Apple II 


InfoWorld 


1060 Marsh Rd., Suite C200 


Menlo Park, CA 94025 
Attn: Andrew Old 
(415) 328-4602 
Macintosh 


MACazine 

ICON Concepts Corp. 
P.O. Box 1936 
Athens, TX 75751 
Attn: Barbara Chan 
(214) 677-2793 
Macintosh 


MicroTimes 

1118 Fresno Ave. 
Berkeley, CA 94707 
Attn: Steve Rosenthal 
(415) 527-2829 
Macintosh and Apple II 


Nibble 

MicroSparc, Inc. 

45 Winthrop Street 
Concord, MA 07142 
Attn: Cathy Bland 
(617) 371-1660 
Apple II 


Electronic Business 
275 Washington Street 
Newton, MA 02158 
Attn: Eric Lundquist 
(617) 964-3030 
Macintosh and Apple II 


MacApple 

290 SW 43rd. Street 
Renton, WA 98055 
Attn: Kai Schuler 
(206) 251-5222 
Macintosh 


MacUser 

25 West 39th Street 
New York, NY 10018 
Attn: Richard Itebst 
(212) 302- 2626 
Macintosh 


Mini-Micro Systems 
275 Washington 
Newton, MA 02158 
Attn: Megan Nields 
(617) 964-3030 
Macintosh and Apple II 


Personal Computing 
10 Mulholland Drive 


Hasbrouck Heights, NJ 07604 
Attn: Michael Antonoff 


(201) 393-6165 
Macintosh and Apple II 
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InCider 

C/W Peterborough 

80 Elm Street 
Peterborough, NH 03458 
Attn: Paul Statt 
800-441-4403 

Apple II 


MacBriefs 

P.O. Box 2178 

Huntington Beach, CA 92647 
Attn: Taylor Barcroft 

(714) 842-0518 

Macintosh 


Macworld 

501 2nd Street, Suite 600 
San Francisco, CA 94107 
Attn: Otto Wladrof 

(415) 546-7722 
Macintosh 


Modern Office Technology 
1100 Superior Avenue 
Cleveland, OH 44114 
Attn: Steven Brinndza 
(216) 696-7000 

Macintosh and Apple II 
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San Francisco Examiner 
110 5th Street 

San Francisco, CA 94103 
Attn: John Dvorak 

(415) 777-7926 
Macintosh and Apple II 


Syndicated Columnist 
(22 National Papers) 
359 Emily Street 
Philadelphia, PA 19148 
Attn: Bob Achwabach 
(215) 467-6074 
Macintosh and Apple II 
Entertainment Software 


K-12 Markets 


Computer Club News 

175 Middlesex Turnpike 
Bedford, MA 01730 

Attn: John Marvelle 

(617) 271-0400 

Apple II-very short reviews 


Classroom Computer 
Learning 

19 Davis Drive 
Belmont, CA 94002 
Attn: Holly Brady 
(415) 593-1696 
Macintosh and Apple II 


Higher Education 


Curriculum Product 
Review 

6 River Bend 

Stamford, CT 06907-4949 
Attn: Martha Ian 

(203) 358-9900 

Apple II 


San Jose Mercury News 
750 Ridder Park Drive 
San Jose, CA 95190 
Attn: Jim Bartimo 

(408) 920-5066 
Macintosh and Apple II 


The Computer Show 
1118 Fresno Ave. 
Berkeley, CA 94707 
Attn: Steve Rosenthal 
(415) 527-2829 
Macintosh and Apple II 


Educational Software 
Report 

Scholastic, Inc. 

730 Broadway 

New York, NY 10003 
Attn: Rose Trivisonno 
(212) 505-3045 

Apple II 


Social Science 
Microcomputer 

NCSU Box 8101 
Raleigh, NC 27695 
Attn: Dr. David Garson 
(919) 737-2468 
Macintosh and Apple II 
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Small Business Systems 
Box 6 

Southampton, PA 18966 
Attn: Charles Moore 
(215) 364-2212 
Macintosh and Apple II 


Video Review 

902 Broadway 

New York, NY 10010 
Attn: Lori Levy 

(212) 477-2200 
Macintosh and Apple II 


Electronic Learning 
730 Broadway 

New York, NY 10003 
Attn: Tony McGinty 
(212) 505-3045 
Macintosh and Apple II 


National Collegiate 
Software Clearinghouse 
NCSU Box 8101 
Raleigh, NC 27695 
Attn: Dr. David Garson 
(919) 737-3067 

Apple II 
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Desktop Publishing 
Public Relations Journal Publish! Graphic Design 
845 Third Ave. 501 Second Street, #600 120 E. 56th Street 
New York, NY 10022 San Francisco, CA 94017 New York, NY 10022 
Attn: Celia Keperszmid- Attn: May Sui Attn: Susan Benson 
Lehrman (415) 546-7722 (212) 759-8813 
(212) 826-1757 Macintosh Macintosh and Apple II 
Macintosh and Apple II 
Legal Markets Consumer Market 
ABA Journal Family Computing 
83 S. King Street, #602 730 Broadway 
Seattle, WA 98104 New York, NY 10003 
Attn: Larry Johnson Attn: David Hellerman 
(206) 621-1045 (212) 505-3575 
Macintosh Software Macintosh and Apple II 
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Who They Are 


The Microcomputing Support Group (MCSG) is a new group in Apple’s MIS department. This 
group provides end-user microcomputing support to the 6,000 Apple employees using the Apple 
Macintosh™ computer in their work. MCSG is active in three areas: product evaluation, training, 
and consulting. Its charter is to make Apple Computer the model of how personal computing 
should be done in Fortune 500 companies. 


How They Can Help You 


The MCSG staff can promote your product in a variety of ways to Apple employees and/or Fortune 
500 employees. Expert user-support analysts will explore the ways in which your product could 
best be used at Apple, and communicate their findings to other companies. If they find that your 
product fills a need, they will do a complete product evaluation for it and post it on our AppleLink 
network. Information on your product may also be included in their monthly newsletter, 
MicroWaves, which features new products for the Macintosh. Your product might even become 
part of the MCSG demonstration center, where employees can try products out firsthand. To 
protect copyrights, MCSG strictly enforces the policy of forbidding employees to copy software 
from the demonstration center. MCSG also serves as an excellent beta-test site for your products. 


What They Do 


* Product Evaluation. MCSG provides comparative product evaluations of the top software 
and hardware products in the following product categories: word processing, spreadsheets, data 
base, graphics, charting, communication, desk accessories, and utility products. These product 
evaluations are available to Apple employees through the AppleLink worldwide network. 


* Training. MCSG also provides training on Macintosh products that employees are using at 
Apple. If training materials are not available from the developer, they create their own to meet 
Apple employees’ needs. These training materials are shared with the Dealer’s Sales Support 
training organization, as well as with other domestic and international Apple sites. 


* Consulting. As consultants, MCSG staff provide hot-line support for Apple employees using 
Macintosh products, and provide a demonstration center where employees can preview products 
before they make a purchasing decision. They also publish and distribute a monthly newsletter, 
MicroWaves, to inform Apple employees about the latest and greatest Macintosh products. Their 
consulting activities are not limited to Apple employees, however; they also make presentations to 
other Fortune 500 companies and government agencies that use Macintosh products, 
recommending specific products that would best fit their needs. 


How You Can Work with Them 


If you have Macintosh software that is useful for Apple employees and fits into the software 
categories that were mentioned above, please send MCSG a copy of your product. If your product 
requires training, the group would appreciate receiving training materials and technical notes for the 
product. Technical notes are also very helpful for the product support hot line. 
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Please send all training materials, technical notes, and a copy of your product to: 
Microcomputing Support Group 


Apple Computer, Inc. 

20525 Mariani Avenue, M/S 1M 
Cupertino, CA 95014 

Attn: Al Hoodwin 


If you have any questions about the group’s activities, please contact them at AppleLink address: 
MICRO.SUPT, or write them at the address given above. 
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If you plan to send product information to an editor for a product review or story, you might 
consider including a company profile with your product and product information. A company 
profile gives important background information on your company, which helps the editor to place 
your company and product(s) in the proper perspective. 


The following guidelines will assist you in writing your company profile. Keep in mind that this 
document should be factual, journalistic in style and attitude, and brief (one to two pages). 


Company Profile Contents 

The first paragraph in the company profile should contain: 

* A description of the company’s business and which market needs it fills. 

¢ A short history of the company—who started it, why, and when. 

* Key factors that differentiate the company from its competitors (such as unusual capital 
financing, a unique company philosophy, or company founders with interesting backgrounds). 


The second paragraph should explain: 


¢ Who funded the company and in what amounts. 
¢ When and if the company went public. 


The third paragraph should explain: 

¢ The product or product line. 

¢ The features and benefits of each product. 
¢ The services that are provided. 

¢ Distribution sales strategies and tactics. 
The last paragraph should: 


* Provide biographical information about the company’s top three to five senior management 
employees. Include: 


—Each person’s title. 

—Present job responsibilities. 
—Previous employment history. 
—Educational background. 


A final note: This company profile should be included in all of your press kits. 
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Many news stories are drawn from well-written press releases that provide the editor with the who, 
what, why, where, when, and how of a newsworthy event such as a product introduction. If an 
editor decides to follow up your release, you have the opportunity to reach a large audience with 
your key messages. Even if an editor does not actually use your release, he or she has learned 
about your product and company and can use that information in the future. 


The purpose of writing a press release is to give an editor the necessary information—and 
encouragement—to write an announcement or feature story on your product. Note that you are 
writing primarily for an editor and only secondarily for the actual readers. 


How to Write an Effective Press Release 
Listed below are guidelines that will help you write a press release. 


The Heading 
To draw attention to your press release, you should: 


* Include a contact name with phone number and address. (This should be placed in an upper 
corner of the page.) 

* Indicate when you want the information to be released (for example, “For Immediate Release”). 

* Use an appropriate headline that simply states the news. Do not put information in the headline 
that is not included in the body of the release. 


The Lead 
The press release should be written so that the most important facts are stated first. The first 
paragraph, called the “lead,” should: 


* Begin with a “dateline.” This names the city and state where the news originates followed by the 
date of the release. 

* Capture the essence of your story and entice the editor to continue reading. 

* Include only primary information. 


The Body 
The body of your news release supports the information stated in the lead. You should include: 


* A quotation by your company president and/or an industry expert. 

¢ Information on the product’s features and benefits. 

* Price, shipping dates, and availability information. 

* A “boilerplate”—a standard one-or-two sentence description of the company should be at the end 
of every release. 


Maximizing Results 

When writing your press release, it is important to remember to use active verbs and short 
sentences and paragraphs. Keep to the facts and avoid adjectives and hyperbole. The editor will 
discount any claims that cannot be substantiated, such as the product being the “best,” “unique,“ 
“most powerful,” and so on. Keep your releases short (one to two pages), and the style consistent. 
Editors receive many press releases daily, so brevity and clarity are appreciated. 


Once you have written your press release, contact the publication to find out who should receive it; 
typically, it is the editor. Let the editor know that you will send the press release. If your press 
release is used, send the editor a thank-you note. 
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The contacts at the publications listed below are interested in receiving press releases on new 
products and product enhancements. 


General 


Byte 

One Phoenix Mill Lane 
Peterborough, NH 03458 
(603) 924-9281 

Attn: What’s New Department 


Computer Merchandising 
3550 Wilshire Blvd., Ste. 600 
Los Angeles, CA 90010 
(213) 383-5800 

Attn: Melinda Vontechmann 


Electronic Engineering 
Times 

600 Community Drive 
Manhassett, NY 11030 
(516) 365-4600 

Attn: Rick Doherty 


Personal Computing 

10 Mulholland Drive 
Hasbrouck Heights, NJ 07604 
(201) 393-6166 

Attn: Fred Abatamarco 


Office Automation 


Administrative Management 
1123 Broadway 

New York, NY 10010 

(212) 924-8989 

Attn: Don Johnson 


Electronic Business 
275 Washington Street 
Newton, MA 02158 
(617) 964-3030 X255 
Attn: Eric Lundquist 


Computer Dealer 
Box 1952 

Dover, NJ 07801 
(201) 361-9060 
Attn: Tom Farre 


Computer Systems News 
600 Community Drive 
Manhassett, NY 11030 
(516) 365-4600 

Attn: Julia Pitta 


Electronic News 

7E. 12th St. 

New York, NY 10003 
(212) 741-4000 

Attn: Frank Barbetta 


Computer World Focus 
P.O. Box 9171 
Framingham, MA 01701 
(617) 879-0700 

Attn: Ann Dooley 


Office Products Dealer 
25 W. 550 Geneva Rd. 
Wheaton, IL 60188 
(312) 665-1000 

Attn: Sandy Majorowicz 


Computer Decisions 

10 Mulholland Drive 
Hasbrouck Heights, NJ 07604 
(201) 393-6000 

Attn: Mel Mandell 


Computer World 

P.O. Box 9171 
Framingham, MA 01701 
(617) 879-0700 

Attn: Peter Bartolik 


Electronics 

1221 Avenue of the Americas 
New York, NY 10020 

(212) 512-2645 

Attn: Jack Shandle 


Datamation 

1975 3rd Ave. 

New York, NY 10022 
(212) 605-9400 

Attn: Theresa Barry 


Office Systems ’87 
P.O. Box 150 
Georgetown, CT 06829 
(203) 544-9526 

Attn: William Hogan 


U 


S, Trade Press Contacts 


Public Relations 


February 1, 1987 


Education 


Classroom Computer 
Learning 

19 Davis Drive 
Belmont, CA 94002 
(415) 593-1696 


On-line Services 


Apple’s On-Line 

34 Spencer Drive 
Bethpage, NY 11714 
(516) 735-6924 

Attn: Neil Shapiro 


Television 


Computer Chronicles 
KCSM-TV 

1700 Hillsdale Blvd. 
San Mateo, CA 94402 
(415) 574-6233 

Attn: Sara O’ Brien 


Bay Area Newspapers 


San Francisco Chronicle 
901 Mission St. 
San Francisco, CA 94103 
(415) 777-7126 
Attn: Don Clark 


Curriculum Product Review 
6 River Bend 

Stamford, CT 06907-4949 
(203) 358-9900 

Attn: Terry Wilson 


The Computer Show 
1118 Fresno Ave. 
Berkeley, CA 94707 
(415) 527-2829 

Attn: Steve Rosenthal 


San Francisco Examiner San Jose Mercury News 


110 Sth St. 750 Ridder Park Drive 
San Francisco, CA 94103 San Jose, CA 95190 
(415) 777-7926 (408) 920-5066 

Attn: John Markoff Attn: Jim Bartimo 
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Press Kit Checklist 


Press kits can vary according to your company type, and the type of media to which you are 
sending the information. However, a complete kit typically contains the following items: 


¢ Cover letter to the editor 

¢ Press release 

¢ Company profile 

¢ Black and white photos with captions (screen shots, and so on.) 

Other possible enclosures, depending on your purpose and budget, include the following: 
* A one-page list of examples of some software package applications. 

¢ A sample of the documentation. 

¢ An actual demonstration software disk. 


¢ News clips about your product. 
C) 
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Volunteering to speak to user groups in your area or while on the road provides an ideal 
opportunity for you to effectively share information about your product with these groups. They 
will strongly welcome your participation at their meetings. 


In order to locate the user groups, you should check your local newspaper for listings in your area 
or contact an Apple operator at the toll-free number 800-538-9696, ext. 500. The operator will 
provide you with the addresses and phone numbers of user groups in the area that you are 
interested in visiting. You must provide the operator with the city zip code. Note that you are 
limited to receiving the names of three user groups per call. 


The following tips for speaking at user groups were edited from a brochure written by The Boston 
Computer Society, a user group with a membership of 19,000 nationwide. 


Length 


Figure out in advance with the user group officer how much time you are allocated for the talk. 
Keep it as brief as possible. You should plan on speaking and demonstrating for about 30 minutes, 
and absolutely no longer than 40 minutes. Also, plan on fielding questions afterward for about 5 to 
10 minutes. 


The Audience 


User groups are made up of a diverse group of people. They span every age, interest, and social 
and economic group. They range from consumers who have never touched a computer to leading 
industry executives. It is suggested, therefore, that you not make any major assumptions about the 
expertise or interests of your audience. Avoid spending a lot of time on areas that may only be of 
interest to a small segment of the audience (such as highly technical issues, special applications, 
and so forth). 


Jargon 


Please don’t use computer jargon in your presentation. It is terribly intimidating to newcomers. 
Your goal is to inform and educate; “computerese” can be a major obstacle. Try not to use 
buzzwords, except where they are absolutely necessary. On the other hand, keep in mind that most 
members have a basic understanding of computers, so you don’t need to spend a lot of time giving 
background introductory information. 


Demonstrations 

Product demonstrations, slide shows, video presentations, and other audiovisual support during 
your talk can dramatically increase your audience’s enthusiasm. It is strongly encouraged that you 
integrate demonstrations and visual materials into your presentation—they will greatly enhance 
your effort. 

Company Hype 


The purpose of your talk should be informational—not sales-oriented. Stay away from sales tactics 
and corporate hyperbole. 
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Question and Answer 


The question-and-answer period following talks can be an interesting time for both the audience 
and the speaker. Unfortunately, it can also get out of hand. When a question is highly technical or 
very narrow in scope, you should defer answering it and encourage the asker to come up after the 
meeting and discuss it with you personally. It is important that you not spend a lot of time on 
questions that are of little interest to most of the audience, or you will lose their attention. Also, 
you’ll notice that questions tend to become more technical and specific as the question-and-answer 
period progresses; at a certain point, it is a good idea to “take one last question” and then encourage 
attendees to talk with you afterward about their other questions. 
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Apple Computer defines a home computer as a computer that resides in the home and is primarily 
used as a tool for personal productivity, education, entertainment, and work-related business. By 
this definition, the Apple“ IIc is considered a home computer. The following information provides 
you with an overview of Apple IIc customers and their standard purchasing process. 


Demographics 


Apple IIc computers have attracted buyers that fit the following profile: They typically have 
children ages 6-17, earn high incomes ($35,000+), are well educated, and hold managerial or 
professional positions. 


Selecting Computers 


In the past, the decision to purchase a computer was usually made by the male member of the 
household. This is changing, and it now appears that the female member is taking a more active 
role. Potential buyers spend a lot of time educating themselves about computers before they make a 
purchase decision. They rely on the following sources for information: computer advertisements 
in trade journals, friends and relatives, salespeople, articles in general magazines and newspapers, 
coworkers, computer magazines, manufacturers’ catalogs, brochures, computer demonstrations 
books, computer classes or workshops, computer shows, computer clubs, and computer rentals. 


Purchasing a Computer 


The average buyer shops at 5.1 stores before buying a computer. Based on research, shoppers 
look to computer stores, followed by department stores, consumer electronics stores and 
mail-order. 


In the past, price was the most important criterion in selecting a home computer. Today, buyers 
consider a variety of other criteria. Among the current top considerations are having the same 
product at school or work; product features, such as compatibility and ease of use; software 
availability; and price. Additionally, strong emphasis is placed on after-sale support/service, 
maintenance, training, breadth of product line, helpful, knowledgeable salespeople, and company 
reputation. Consumers typically buy a printer, monitor, and disk drive as part of their system 
purchase. 


The holiday season is the most important buying period for consumers. Most computers are 
purchased in the last quarter of the calendar year. Of all high-end home computers purchased in FY 
1985, 49 percent were purchased during the months of October, November, and December. 
Purchases for the other quarters are less than half of this holiday level. 


Computer Usage 


Research shows that the most common Apple IIc home application is word processing, followed 
by entertainment, children’s education, mail list/filing, data-base management, graphics for creative 
design, and job-related training. Whereas in the past, the applications were typically used by the 
male head of the households, this trend appears to be changing. The women and children in the 
households are using the computers more frequently. 
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Consumer Market Trends 


The consumer market is still in its infancy. According to Future Computing, the penetration in 
1986 was 17.7 percent. It is expected to grow to 30.4 percent by the end of 1990. But, the market 
is not growing as quickly as was once projected. Current projections indicate that over the next 
few years, the market will grow at an average rate of 9 percent. Households with children will 
purchase twice as many computers as households without children through 1990. But the rate of 
growth for sales of computers to households without children will be slightly higher than that for 
households with children. 
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If you are an independent programmer or developer of software or hardware that’s compatible with 
Apple products, and you need fast access to the latest Apple technical information and development 
tools or want to distribute your product to the developer community, the Apple Programmer’s and 
Developer’s Association (APDA) may be for you. 


APDA is a subsidiary of the A.P.P.L.E. Co-op, one of the first and largest Apple User Groups in 
the country. It was created to serve the needs of the entire Apple developer and programmer 
community by providing fast, reliable access to development languages, tools, and technical 
documentation. APDA will serve as a publisher and distributor for Apple’s nonretail technical 
development tools and languages. In addition, APDA will offer publishing and distribution 
services to third-party developers and publishers who have technical products, languages, books, 
or tools that target the programming community. 


Whether you are looking for the Software Supplement, technical notes, manuals, or distribution for 

your product, the association provides a one-stop, convenient resource. APDA works in full 

cooperation with Apple Computer and third-party developers to provide up-to-date information and 

inexpensive tools that are essential for programmers and developers. 

Members are entitled to the following benefits: 

* Quarterly product catalog/newsletter. 

¢ Regular bulletins that will keep members updated between newsletters. 

¢ Apple II and Macintosh™ development tools, system software, technical notes, and manuals. 
(Apple hardware and Apple-labeled software will continue to be available only from your local 
authorized Apple dealer.) 

¢ Languages and development tools from a variety of third-party companies. 


* Technical books, including the entire Apple Technical Library from Addison-Wesley. 


* A professional association committed to offering new services based on the needs of its 
members. 


If you are interested in becoming a member (there is a $20 annual fee*), would like to have your 
product published or distributed by APDA, or have questions about this program, please contact: 


APDA 

290 SW 43rd Street 
Renton, WA 98055 
(206) 251-6548 


*There is a $25 annual fee for members in Canada or Mexico, and a $35 annual fee for members in other countries. 
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Apple has a Company Store, at which employees can purchase Apple® products for friends and 
family at a discount. A program has been set up through the store so employees may also purchase 
third-party products directly from Apple developers. 

To participate, you need to provide the Company Store with the following: 

¢ Literature. 

¢ Pricing. 

¢ Ordering information. 


The literature will be kept on file, and the pricing information about your product will be made 
available to Apple employees either in a binder at the store or through a price list. 


You are also welcome to send evaluation copies of your product for employees to check out from 
the store. 


If you would like to participate in this program or need additional information, please contact 
Christine Van Hoy at (408) 973-5050, or write to her at the following address: 


Chris Van Hoy 

Apple Computer, Inc. 

10381 Bandley Drive, M/S 8B 
Cupertino, CA 95014 

Attn: Company Store Participation 
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Kinko’s Academic Courseware Exchange (ACE) allows higher education developers to distribute 
their precommercial software for the Apple® Macintosh™ and Apple II computers. The Academic 
Courseware Exchange provides access to the ever-expanding reservoir of specialized courseware 
developed at higher education institutions by students, faculty, and staff. 


Overview 
Kinko’s, headquartered in Santa Barbara, publishes the Academic Courseware Exchange Catalog. 


This catalog lists all ACE products and appears three times a year. Catalogs are distributed by mail 
to requestors who call Kinko’s toll-free number and through Kinko’s network of 300 stores 
nationwide. Courseware may be ordered by departments, or faculty and other individuals. 


Types of Courseware 

Courseware in the catalog is generally priced between $8 and $35—comparable to the cost of 
higher education textbooks. Prices are kept low, both because products are generally 
precommercial and to discourage unauthorized copying. A copyright notice is included advising 
users that it is illegal to copy software. To minimize production costs, software distributed through 
the Exchange is not copy protected. 


The library of courseware in the Academic Courseware Exchange consists of both copyrighted and 
public-domain software in the following categories: 


Templates—Files linked to a particular software application. For example, a template might 
provide MacPaint™ artwork for use in biology lab reports or templates for chemistry 
computations. 

Applications—Self-running, interactive programs such as a Statistics processor, or an historical 
simulation. 

* Tools—Multipurpose programs such as authoring systems, programming languages, or 
debugging tools designed to create new applications or lessons. 


Kinko’s Courseware Services 
Through the Academic Courseware Exchange, Kinko’s provides the following services to 
participating higher education developers. 


¢ Software and documentation production and packaging. 

¢ Order processing and distribution. 

* Marketing services such as advertising, catalog publication, and distribution and direct mailing 
of flyers explaining the program to faculty. 

¢ Payment of royalties twice a year. 

¢ Feedback from users who call for support. 


If you have any questions, would like to be included on Kinko’s mailing list, or would like to 
include your product information in this catalog, please call Keith Lawrenz, the Academic 


Courseware Exchange Director, toll-free at 800-235-6919, or in California at 800-292-6640. 
You can also contact Keith by mail at the address below: 


Kinko’s Academic Courseware 
4141 State Street 

Santa Barbara, CA 93110 
Attn: Keith Lawrenz 
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If you develop or publish development languages, tools, and/or utilities for Apple® II or 
Macintosh™ computers, the following information may be useful to you. 


The Tools and Languages group at Apple Computer compiles and publishes a catalog called 
Macintosh and Apple II Development Languages and Tools. This catalog contains product 
information on Apple and third-party Apple-compatible languages, utilities, and tools. Its purpose 
is twofold: it offers you an opportunity to get exposure for products in an Apple catalog, and it 
provides an efficient way for end users to order products. 


Marketing Outlet for Developers and Publishers 


The first catalog was published in July 1986. In March 1987, it is scheduled for an updating, to 
include a more comprehensive list of products. If you are interested in having your product 
included in the Macintosh and Apple II Development Languages and Tools catalog, or need to 
update product information that is already included, please contact Colleen Lavery at Apple. Her 
phone number is (408) 973-6525. 


Participation in the catalog project is easy, and there is no fee. Colleen will send you a form to fill 
out that will ask you for basic information to be included in the catalog (contact, product 
description, price, and so on). To order your product, customers will call you directly. 


To obtain this product catalog, you need to be a member of APDA. If you need additional 
information on APDA, refer to the ADPA information in this section. The catalog is free, with the 
exception of shipping charges, which you must pay. Currently, it lists approximately 60 products. 


Apple distributes the catalog to APDA, Higher Education, VAR, and National Accounts customers. 
If you need additional information, please contact Colleen Lavery at: 

Apple Computer 

20525 Mariani Avenue, M/S 27S 

Cupertino, CA 95014 


Attn: Macintosh and Apple II Catalog 
(408) 973-6525 
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With so much Apple® II and Macintosh™ software on the market, how can you expect customers 
to find yours? The answer is simple, list it with MENU. Read on to find out how your software 
product(s) can be included in one of the most comprehensive software resources available to end 
users, dealers, Fortune 500 companies, programmers, consultants, and anybody else interested in 
purchasing software. 


What Is MENU? 


MENU International Software Database Corporation was formed in 1979. It provides software 
developers with two major services: 1.) MENU develops and publishes product availability and 
reference guides that help people to locate and select software for micros, minis, and mainframes 
2.) MENU serves as a fulfillment service for software vendors. 


Software Reference Catalogs: MENU produces two key reference catalogs that relate to 
Apple-compatible products: Apple II Guide and MacGuide. These catalogs are published 
quarterly and contain information on over 11,000 products. They are available to customers and 
dealers in two different forms: as hard-copy guides and electronically via AppleLink® (Apple’s 
electronic information and communication system). 


The hard-copy versions of MacGuide and Apple II Guide are distributed to authorized Apple 
dealers on a quarterly basis. They are also mailed to Apple User Groups, and Higher Education 
and National Account customers, and distributed at a variety of trade shows in which Apple 
participates. In addition, they are distributed internationally to Europe, the Far East, and Australia. 


Software Fulfillment Service: As a fulfillment service for software vendors, MENU carries 

products in MacGuide and Apple II Guide on an escrow or consignment agreement. MENU 

can supplement your existing distributors by providing dealers, educators, and end users with a 
one-stop shopping source for single or multiple copies of your product. Customer ordering of 

products is as easy as dialing 800-THE-MENU. 


MENU Dealer Plus Program: This program was implemented to make it as easy as possible 
for Apple’s dealers to provide the best software solutions for their customers. Under the program, 
MENU gives dealers credit for their customers’ purchases. To participate in the program, dealers 
order 25 or more copies of Apple IT Guide ($3.95) or MacGuide ($.95), and distribute the 
guides to their customers. When their customers order products from MENU, the dealers 
automically receive a 30 percent credit to their account on any of their customers’ purchases. In 
addition, the customers receive a 20 percent credit for themselves. This credit is applicable to any 
future software purchase from MENU. If you have any questions regarding this program, please 
contact Julie Pitts at (303) 482-5000. 


How to Work with MENU 


Products are listed in the MENU product catalogs free of charge. Although MENU prefers that 
you have a consignment agreement, it is not necessary in order to list your product(s). To list your 
product(s) with MENU, call (303) 482-5000, and you will be sent the necessary forms. In 
addition, please send MENU a working copy of every software product, and if you have product 
demos, send those as well. These materials will help MENU to become familiar with your 
product(s). If you have a consignment agreement, it allows MENU to immediately fulfill any 
customer order. 
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In accordance with the consignment agreement, MENU will pay you for sales and order a 
replacement copy the same day. MENU prefers to order your product at the standard distributor 
discount, even though initial order volumes may be small. 


In addition, when you talk to MENU, ask about the creative fulfillment opportunities available to 
you as an Apple software developer, and the demographic reports they provide on those who have 
purchased product(s). 


Once your product is listed in the catalog(s), be sure to keep MENU updated with information on 
your company and product(s): new products, latest revisions, or price or format changes (for 
example, from 5.25- to 3.25-inch disks). If you currently have product(s) on the MENU data 
base, please check to ensure that your product information is correct. 


If you would like to have your product included in MENU’s reference guides or to discuss the 
fulfillment service, or if you have any questions about these programs, contact MENU at: 


MENU 

1520 S. College Avenue 
Fort Collins, CO 80524 
Attn: Vendor Relations 
(303) 482-5000 
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Wheels for the Mind is a publication for Apple University Consortium and University Purchase 
Program Schools. This quarterly journal is written by academic Macintosh™ users. It is compiled 
and edited by Peter Olivieri of Boston College and Beth Ann Moore of Apple Computer. 


If you would like to have your article, project status report, or other submissions relevant to the 
university community considered for inclusion in Wheels for the Mind, please send your 
information—preferably on disk and accompanied by screen dumps when applicable—to: 


Peter Olivieri 
OLIVIERI@BCVAX3 
Wheels for the Mind 
Boston College 

Computer Sciences F430 
Chestnut Hill, MA 02167 


or 
Beth Ann Moore 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 23E 

Cupertino, CA 95014 

Attn: Wheels for the Mind 

Peter Olivieri will reserve the right to decide what will be published and what will not. 

To get a copy of the current Wheels for the Mind, write to Beth Ann Moore at the address above. 


Subscriptions are $12 per year for four issues. 
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Developing and marketing successful business applications for the Apple® Macintosh™ personal 
computer requires some fundamental understanding of the issues important to business users. The 
most important thing to do in developing for the business Macintosh market is to follow the 
Macintosh User Interface Guidelines. However, there are also a number of other criteria that are 
important. Consider all of the following when developing your products. 


Macintosh User Interface Guidelines 


The principal advantage offered by Macintosh is consistency across applications. This is 
particularly true in the business setting, where training expenditures are closely monitored. Those 
applications that adhere to the User Interface Guidelines as specified in Inside Macintosh will be 
able to take advantage of this market phenomenon, and will be perceived as easy to learn, hence 
inexpensive to use. Experience teaches us that those vendors who do not adhere to the User 
Interface Guidelines quickly learn just how important this issue is. 


Apple’s Technical Support staff has issued an entire collection of Tech Notes, which set forth the 
proper methods for accessing special features of the Macintosh not otherwise documented in Inside 
Macintosh. To ensure compatibility with all future Apple designs, follow these recommendations. 


Common Macintosh Business Configuration 


Most businesses are using the Macintosh Plus, or at least the Macintosh 512K Enhanced, and thus 
have 800K disks available. In most cases, 400K disks are being used only in external drives. You 
can cut your unit costs down significantly by shipping on 800K disks whenever possible, and 
you’re not likely to lock out many users in the process. 


Apple has found that approximately 50 percent of all Macintosh users have a hard disk, and this 
percentage is likely to be significantly higher in the office. 


Copy Protection 


Copy-protection schemes that disable hard-disk use are likely to be rejected by a large number of 
users. Therefore, the trend among software developers is not to copy protect their business 
software. Vendors who continue to copy protect their software place themselves at a significant 
competitive disadvantage to the ever-increasing number of vendors who do not. 


Saving the User Time 


Business purchases are often driven by the desire to increase productivity. Applications that 
require users to increase the time spent accomplishing a task will make them want to return to their 
“manual,” or precomputer, method. Be sure your software is designed to decrease rather than to 
increase the amount of time users need to accomplish a task. 


Support 


Business users are demanding more support, so be sure to consider this important item early in 
your planning. When business users buy software, they expect the developer to provide toll-free 
support lines and/or contracted support assistance. In addition, product reviewers for magazines 
use product support as a major criterion in determining the overall rating for software and hardware 
products. 
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Upgrades 


You will eventually need to upgrade your software—so plan for it now. Many vendors are 
offering free upgrades to registered users. If you can comfortably plan for such a policy, it will 
entice your users into sending you their registration cards, thus giving you more market 
information. 


Networking 


With the increasing use of shared hard disks, your products should, at a minimum, be compatible 
with the AppleShare™ file server. And think about ways to allow shared files. IBM file 
conversion capabilities will also be increasingly important. 


Intelligent Software 


Think about ways to make your software more intelligent, in the sense that it can better anticipate 
what the user wants to do. Maybe this involves keeping track of what the user did last or what the 
user does most often. These are great ways to make the business user more productive. 


Compatibility with Other Software Products 


Look for other products that complement your applications. Consider making the products in your 
software line compatible with one another as well as compatible with best-selling products from 
other vendors. Also consider ways in which you can build a more specialized product that works 
with general productivity products. In general, make sure your product works with other 
Macintosh software, allowing file conversion in both directions. 


Application Opportunities 


Business Marketing is focusing on general-purpose productivity tools (such as financial analysis, 
data management, and word processing), small-business accounting, desktop publishing, and 
communications. Areas of exploration are engineering (CAD), information services, and various 
vertical markets, specifically legal, small manufacturing operations, medical, and real estate. 


Remember: for additional help in developing business-related software, keep in close contact with 
the Evangelism Group at Apple. 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. AppleShare and Macintosh are trademarks of Apple 
Computer, Inc. 
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The purpose of this note is to provide developers with some guidelines for consumer software 
based on Apple’s own experience and marketing directions. Please do not interpret the following 
recommendations as restrictions—innovation remains the lifeblood of this industry. 


General Principles 


The Value of Standards: Uniqueness is a virtue in product features, but not in certain 
elements of product design, including: 


* Interface—Apple’s research into human interface issues is summarized in the Apple Human 
Interface Guidelines, which you should read. Whether you use an Apple standard interface or 
not, the guidelines contain a wealth of useful information regarding principles of interface design, 
which applies across the board. 

* Programming Conventions—If future compatibility is important to you, please observe all 
programming do’s and don’ts set down by the Technical Support Group. 

+ File Formats—Incorporating support for both Apple and third-party file formats into your 
products will increase their value to consumers. 


Installed Base vs. New Technology: When Apple introduces new CPUs and peripherals, it 
creates a tradeoff for developers: Do you support the new features or maintain compatibility with 
the installed base? There are several factors that weigh the decision toward showcasing the latest 
technology: 


* Recent computer buyers purchase software at a higher rate than the installed base. 

* Using the latest hardware features enhances the quality and salability of your product. 

* New computers open new markets and create demand for products that take advantage of their 
specific features. 

* Apple’s marketing is geared toward promoting products that highlight our innovations. 


Scheduling Quality: Every developer wants to ship the highest-quality product possible. But 
often, the definition of quality is limited to eliminating bugs. While this is critical, the consumer’s 
perception of the product encompasses everything from package design to the layout of the manual. 
Assessing these factors requires a program of end-user testing as described in Apple’s Human 
Interface Guidelines. Build time into your development schedule for such a program—testers are 
more forgiving than the marketplace. 


Plan for Upgrades: Because of changing customer desires, freshly discovered bugs, and new 
hardware configurations, every product needs constant revision—so plan for it. Incorporate 
registration cards into your products from day one. Not only do you increase customer loyalty, but 
you build a valuable list of contacts for marketing programs and product input. 


Development Opportunities: There are no magic answers about what makes a successful 
product, but one element to consider when making design decisions is that consumer purchases are 
almost always driven by one of two factors: the desire to educate children or to conduct business. 


Beyond such broad directives, the advent of the Apple IIcs™ opens up a myriad of possibilities. 
Not only can older Apple® II titles be updated with the new interface, but products can be ported 
over from the Macintosh™, Amiga, and Atari ST computers. In addition, Apple is particularly 
interested in promoting software that showcases the graphics and sound capabilities of the IIcs. 
This includes high-level simulations, creativity products, and products that deal with music 
education, music composition, and speech. 


Apple, the Apple logo, and the Apple IIGS are registered trademarks of Apple Computer, Inc. 
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Developing software for use in higher education is different from developing software for the 
consumer or business markets, because the requirements of the market are different. 


Development Process 


What makes higher education software development unique is the need to understand the special 
concerns of the market. For this reason, the team approach to development is crucial for the 
success of a higher education product. Only by involving experts (professors, students) from a 
variety of different schools can you ensure that your application will be appropriate for the 
academic environment. Following is a possible model for how to involve experts in your 
development team: 


¢ Project manager—Responsible for coordination, scheduling, and deliverables. 

¢ Subject matter expert (SME)—Designs problems and content on paper or using interactive 
prototype. 

¢ Instructional designer (ID)—Takes SME materials and creates screen displays. 

¢ Programmers—Write code to implement screen displays. 

¢ Reviewers—Check SME’s and ID’s work every few weeks, provide feedback. 

¢ Testers—Use software while it is in the beta-test stage (students and teachers). 


Generally, it is best to allow each member to focus on his or her particular area of expertise. 
However, all team members should work together and “cross-pollinate,” especially in the planning 
stages. 


Suggested Hardware Configurations 

At Apple, the Macintosh™ product line is marketed to higher education. We need to provide this 
market with powerful processors like those in the 68000 family, in order to meet faculty and 
students’ needs for speed, graphics, and data communications. 


Based on the large installed base of Macintosh computers in the higher education market, we 
strongly recommend that your products suppport one of the following configurations: 


Macintosh 512K Enhanced Macintosh Plus 

Support HFS (hierarchical file structure). Support HFS (hierarchical file structure). 
Support 800K disks. Support 800K disks. 

Support hard disks. Support hard disks. 


Application Areas 


Apple’s Higher Education and Software Marketing Groups will consider comarketing activities 
with companies whose products support the configurations mentioned above and also fit into 
Apple’s promotional focus. This year, the higher education focus is on five areas: freshman 
composition, computer science, engineering, desk top publishing and business. The Apple groups 
are also interested in working with library and administrative software developers. 
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Once your product is on the market, please send your product information to Apple’s Higher 
Education Marketing Group, Attn: Katie Povejsil (M/S 23D), and to Software Marketing Group, 
Attn: Carol Gano (M/S 23H). 


Some other areas open for development of good curriculum-based products are any of the 
horizontal “textbooks” courses such as chemistry, physics, calculus, and psychology. The highest 
class enrollments are in these subject areas, and there is a good opportunity for developers to 
promote quality products. 


Distribution 


Keep in mind that the Apple University Consortium schools have many active Macintosh software 
developers who often seek distribution for their products. Information about their development 
activities is contained in Wheels for the Mind. In addition, Kinko’s Academic Courseware 
Exchange aids in the dissemination of higher-education-developed, precommercial software to the 
higher education community. For more information about Wheels for the Mind or Kinko’s 
Academic Courseware Exchange, refer to the Distribution section in The Information Exchange. 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. Macintosh is a trademark of Apple Computer, Inc. 
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As you begin the development of K-12 educational software products compatible with 
Apple“ computers, and wonder how you might be considered for comarketing activities with 
Apple, the following information may be of interest to you. 


Apple’s marketing and evangelism groups have focused on promoting third-party software 
solutions to help sell Apple hardware, in particular products that adhere to the hardware 
configurations that are listed below. Apple’s K-12 marketing and sales organization has already 
promoted a program targeted at educators, called “Apple Upgrades Education,” to gain support for 
these configurations. 


If your products have these features, there is no guarantee that you will be considered for Apple 
comarketing; however, if they do not have them, your chances are considerably reduced. 


Hardware Configurations 


Apple Ile Apple Ilgs™ 

¢ Requires 128K. * Requires 512K. 

¢ Supports 80-column display. ¢ Supports 80-column display. 

¢ Implements the Apple Human Interface ¢ Implements the Apple Human Interface 
Guidelines (either the mouse-based or file-card Guidelines (either the mouse-based or 
metaphors). file-card metaphors). 


¢ Supports the ProDOS® 1.2 operating system. ¢ Supports the ProDOS 16 operating system. 
¢ Takes advantage of color graphics. 
¢ Offers sound, either music or voice. 


Teachers are rewarded in several ways when they make the decision to upgrade to or purchase 
these hardware configurations. They benefit from the power of the 128K or 512K, the ease of use 
of the mouse interface, and the enhanced functionality of the software. Due to the standardization 
of Apple Human Interface, teachers save a tremendous amount of time training students and 
themselves to learn software. Because the human interface is consistent, teachers and students 
don’t need to learn a new set of commands each time they receive a software package. Once they 
have learned the “how” of one package, they are able to use many others. 


For Your Information 
The Apple Human Interface Guidelines consist of 100 pages of information on human interface and 
software design. If you wish to obtain the Apple Human Interface Guidelines, please write to: 


Shirley Stas 

Apple Computer, Inc. 

20525 Mariani Avenue, M/S 27AB 
Cupertino, CA 95014 

Attn: Apple Human Interface Guidelines 


One important note: Apple cannot support mass-storage devices for the Apple II using any 
operating system other than ProDOS 1.2. Therefore, any educational software under development 
should support ProDOS 1.2. We strongly recommend that any products that are currently on the 
market be converted to ProDOS. Check with the Apple II Technical Support and Software 
Licensing groups to make sure that you are using the correct version of ProDOS. The MCI address 
for Apple II Technical Support is DTS, and the phone number for Software Licensing is (408) 
973-4667. 

Apple, and the Apple iogo, and ProDOS are registered trademarks of Apple Computer, Inc. Apple IIGS is a trademark of Apple 
Computer, Inc. 
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Apple Trademarks and Service Marks 


Apple Computer, Inc. has a growing number of registered and unregistered trademarks and service 
marks. These marks are listed on the last two pages of this note. Please refer to this list and to the 
guidelines that follow when preparing your marketing materials, packages, and ads. 


The Apple Logo 


The Apple logo is the rainbow-striped or solid-color silhouette apple with a bite removed. Only 
Apple and its authorized dealers, agents, and VARs may use the Apple logo in advertising or sales 
displays. Third-party developers may not use the Apple logo on products, packaging, 
advertisements, or marketing materials. 


Variations of the Apple Logo 


Some developers believe that it’s permissible to use a variation on the Apple logo, a genuine apple 
or some other fruit design. This is not true. Any design of an apple may confuse the customer and 
lead him or her to believe that the product is from Apple Computer, Inc. Apple prohibits variations 
of the Apple logo (and other fruit symbols) and will withhold software licenses from developers 
that use them. 


The Apple Brand Name 


The word “Apple” should be used only to denote Apple Computer, Inc. and products manufactured 
by or especially for Apple. It may not be used in a product, corporate, or store name of another 
company in the computer-industry category. 


Variations on the Apple Name 


As mentioned in Section 9 of your Software License Agreement, you may not use any variations or 
takeoffs on the Apple name in your company or product names. Names such as “Appletree,” 
“Apple Cart,” “Dapple,” and “A-PEL,” are misleading, and Apple aggressively pursues third 
parties that use such names. 


Rules for Proper Use of Trademarks 


A trademark is an adjective used to identify the products of a particular manufacturer. The “Apple” 
name is a registered trademark that identifies the products of Apple Computer, Inc. 


When the “Apple” name first appears in text or copy, it should be followed by the “®” trademark 
registration symbol and by the generic product name. After this initial notation, the symbol and 
generic name need not appear with the Apple name. For example, your copy might read: “The 
Apple® Ic computer is popular with students. The Apple IIc is powerful, portable...” The first 
sentence contains the “®” symbol and the generic name “computer” after the Apple name; the 
second sentence does not. Refer to the attached trademark list to determine which products should 
receive the “®” symbol and which should receive the “™”, 


Trademark notation need not appear in headline text—only in body copy. The notation does not 
apply to “Apple” as the name of the company. 
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Showing Third-Party Product Compatibility 


Third-party developers may denote compatibility of their products with Apple computers in the 
following way: 


BLOTTO for your Apple® IIc personal computer 
MacStar for Apple® Macintosh™ computers 


The Apple or Macintosh names must appear in smaller print in a subtitle. This rule applies also to 
books and manuals. When referring to the Macintosh computer, please use the full “Macintosh” 
name—not the abbreviation “Mac.” 


You may also use words such as “runs on,” “for use with,” or “compatible with” to show 
compatibility. Compatible products should not be referred to as “Apple software” or in any way 
that implies that the product is produced, endorsed, or supported by Apple. 


Credit Lines 


Your fine-print credits should state that Apple, Macintosh, Apple Ilcs, or any other Apple 
trademarks you have used belong to Apple Computer, Inc. For example, “Apple and the Apple 
logo are registered trademarks of Apple Computer, Inc.,” or “Macintosh is a trademark of Apple 
Computer, Inc.” Refer to the attached list to determine whether a trademark is registered or 
unregistered. Credits should be placed on the copyright page of a manual or at the bottom of an ad. 


Product Depiction 


Depiction of Apple products must be a fair representation of them as manufactured and sold by 
Apple. They should be shown only in the best light and not in a manner or context that would 
reflect unfavorably upon them or the company. 


Licenses to Use the “Mac”? Trademark 


“Mac” is a trademark of Apple Computer, Inc. Many third-party developers have incorporated 
“Mac” into their product names, such as Mac Vegas, MacCharlie, and so forth. In the past, Apple 
has allowed developers to do this as long as “Mac” is used as a prefix, not a suffix. You may not 
call your product CharlieMac, NewMac, or any such thing. If you’ve been using “Mac” as a 
suffix, you will be asked to change your product’s name. 


Please be aware that Apple is taking greater control of the “Mac” trademark. This will probably not 
affect existing product names; but if you plan to introduce a new product name with the “Mac” 
prefix, you may be asked to enter into a licensing agreement with Apple. 


Licenses to Use the “IIcs” Trademark 


In principle, Apple discourages use of the “IIGs” trademark. A small number of developers were 
given early permission to incorporate “Gs” or “IIGs” into their product names. Apple is now 
requiring these developers to enter into trademark licensing agreements. No other developers will 
be permitted to use the “Gs” or “IIGs” trademark. 
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Package Design 


Some developers try to emulate Apple’s package designs. Features such as the black “pull-down” 


box, the “Geisha girl,” and the overall box layout are part of our trade dress. Apple discourages 
imitations. New language will be added to the Software License Agreement to reflect this policy. 


The Acid Test 


If you’re unsure about your product name, packaging, or advertising, ask yourself the following 
questions: 


1. Could the name lead the customer to believe the product is from Apple? 


2. Does the ad or artwork use Apple trademarks in any way other than to show that the product is 
compatible with an Apple system or to discuss features of the Apple product? 


3. Is there an apple or fruit symbol in the artwork? 


4. Does the artwork contain any other Apple Computer logos (or variations of them), such as the 
Macintosh “Picasso” logo, the Bicycle logo, and so on. 


O 5. Does the package design bear enough resemblance to Apple’s to confuse a customer on first 
glance? 


If you can answer “yes” to any of the above questions, we suggest that you change your 
trademark, name, ad, or design so that it’s different enough to avoid confusion with Apple’s. 
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Apple Computer, Inc. 
Trademark List—Jan. 1987 
Apple’s Registered Trademarks (Use ® ) 


A-NET® 
Apple® 
Apple® (stylized) 
Apple® (and striped logo) 
Apple Computer, Inc. (and design) 
Apple logo (silhouette) 
Apple logo (striped, color specific) 
Apple Software Bank 
AppleTalk 
Disk II (and design)® 
Diskware® 
DuoDisk® 
DuoFile® 
FileWare® 
ImageWriter 
> The Keyboard Company® 
LaserWriter® 
Lisa 
Macintosh (Picasso) Logo 
ProDos® 
Professional Solutions® (and design) 
QuickFile 
SchoolBus® 
Silentype® 
Special Delivery® 
Special Delivery Software® (and design) 


Apple’s Registered Service Marks (Use ® ) 


Apple® (for retail credit) 

Apple® (and design, for leasing) 

AppleCare® (for service) 

AppleFest® (for conducting expositions) 
Computer Apples~ (for programming services) 


Apple’s Trademarks Pending Registration (Use ™) 


Colors (bands of green, yellow, coral, red, violet, and blue) 
Apple II silhouette 
AppleLink™ 
@® AppleNet™ 
AppleWorks™ 


@ 
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Bicycle logo™ 

Mac™ 

MacDraw™ 
MacPaint™ 
MacProject™ 
MacTerminal™ 

Mac Works™ 
MacWrite™ 

ProFile™ 

There’s No Telling How Far It Can Take You. . .™ 
UniDisk™ 

UniFile™ 

Wheels for the Mind™ 


Apple Servicemarks Pending Registration (Use S™) 


Apple Open HouseSM 
MacAdemiaSM 
MacFestS™ 


Other Apple Trademarks 


AppleColor™ 

Apple DeskTop Bus™ 

Apple IIcs™ 

AppleFund™ 

AppleLine™ 

AppleMouse™ 

Apple Pi™ 

Apple Pie™ 

AppleWriter™ 

MacApp™ 

Macintosh™ 

Setting the Pace™ (logo for Apple Education) 
The Education Dealer™ (logo) 


Apple Common-Law Trademarks (Use ™) 


Apple // Forever™ 
Apple 32 Supermicro™ 
E-Box™ 

MousePaint™ 
Switcher™ 


Licensed Trademarks (Use ™ or ®) 


PostScript® 
Scribe® 
Helvetica 
Times 
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Palatino® 

ITC Avant Garde Gothic® 
ITC Bookman® 

ITC Zapf Chancery® 

ITC Zapf Dingbats® 


Credit Lines for Licensed Trademarks 

PostScript is a registered trademark of Adobe Systems, Inc. 

Scribe is a registered trademark licensed to Apple Computer, Inc. 

Helvetica, Times, and Palatino are registered trademarks of the Allied Corporation. 


ITC Avant Garde Gothic, ITC Bookman, ITC Zapf Chancery, and ITC Zapf Dingbats are 
registered trademarks of International Typeface Corporation. 
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Are You a Candidate for Apple Funding? 


If you are interested in seeking funding from Apple’s “venture group,” officially called the Strategic 
Investment and Corporate Development Group (SICDG), or would like information on the group, 
this note will answer your questions. It discusses three major areas of importance to the SICDG: 
profile of potential investments, company profile, and business plan guidelines. 


Keep in mind that this group differs from a typical venture capital company in that it is focusing on 
companies of strategic value to Apple. However, the group does coinvest with other venture 
capitalists and seeks a return on investment (ROI) equal to the return on investment sought by other 
venture capitalists. 


Potential Investments 
The most likely areas for “potential investments” are as follows: 


¢ Communications hardware, software, and services. 

¢ Graphics hardware and software—new solutions for specific end-user segments. 

¢ Integration of marketable software solutions with high-capacity video and compact-disk 
technology. 

¢ Artificial intelligence tools and applications. 

* High value-added applications software and turnkey solutions (generally appealing to large 
vertical markets). 

* “Applications generator” software. 


Company Profile 
It is expected that the companies Apple invests in will exhibit the following characteristics: 


¢ Excellent management team. 

* Competitively defensible business, through either a proprietary technology or marketing 
strength that is not easily duplicated. 

* Innovative solutions that give the company the potential to become a leader in a large, 
fast-growing market segment. 

* Existing product family or the potential to build a product family (because of the economies of 
scale in marketing and distribution). 


Business Plan Guidelines 
When submitting your plan, please include information on the following: 


¢ Current management team. 

¢ Current products. 

¢ Marketing plan—how and to whom 

¢ Current financial situation. 

* Estimated future operations and capital needs. 
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Note that the Strategic Investment and Corporate Development Group expects to fund, at most, five 
companies per year. The group is investing for the long term—three to seven years—and expects 
to see products in the market anywhere from immediately to three years in the future. 


If after reading this information, you feel that it is appropriate to make contact with this group, the 
most effective way to begin communicating with them is to send your business plan to the address 
below: 


Dan Eilers, Director 

Strategic Investment and Corporate Development Group 
Apple Computer, Inc. 

20525 Mariani Avenue, M/S 23AG 

Cupertino, CA 95014 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. 
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The Apple Developer Services team has established a mailbox on MCI Mail. This service is 
provided to answer developers’ questions on such topics as the following: 


* Certified and Registered Developer application status. 

¢ Trade-in programs. 

¢ General marketing questions. 

¢ Pricing and compatibility. 

All messages should be sent to our mailbox, number 280-8699. Messages sent to Developer 
Services are downloaded at least once a day and distributed to the appropriate person for response. 


The response will be sent to your MCI mailbox. 


Please make your questions clear and complete, so that we will be able to track the information you 
need in an effective and timely manner. 


Most messages will cost under $1 to send. There’s no cost to work on-line—you are charged only 
for the time it takes to transmit your message. 


Your company may already have an MCI mailbox. The Apple Technical Support staff implemented 
the same system via MCI Mail to respond to the hundreds of technical calls they received every 
week. Check with your technical team to find out if your company already has a mailbox. If you 
wish to sign up for one, call your local MCI Mail office. Their rates are very reasonable—$18 per 
year, plus transmission costs of each message. 


Apple and the Apple logo are registered trademarks of Apple Computer, Inc. 


